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Mead Bond and its related 


family of Mead Business 








Papers are genuinely water- 





a lV marked. Mill-conditioned by 






the improved Mead method, 






they are packed in the famous 






Mead inner-wrap, moisture- 






proof package, proved by test 







to be the best. Remember these 


fine papers for the varied uses 





of modern business. 


re 


THE MEAD CORPORATION “PAPER MAKERS TO AMERICA” 


Sales Offices: The Mead Sales Company, 118 W. First St., Dayton 2-New York+Chicago+Boston- Philadelphia 



















NEW CASLON “ 


It breathes the very spirit of commerce; direct, 
decisive, distinct, sound, emphatic, efficient 
and economical of space. New Caslon is one of 
the most practical and versatile faces ever in- 
troduced, suitable to the broadest application. 
It is an extremely wearable design, with grace- 
ful but sturdy serifs; an excellent body type 
with vigorous color that skilfully evades bold- 
ness, exceptionally readable on any stock. 
Splendid as a display type, New Caslon beau- 
tifully retains the feeling and features of the 
original Caslon design. Of medium weight and 
width, about midway between Caslon 540 and 
Caslon Bold, with round, open capitals; and al- 
ways a large face for its point size. Available 


in roman and italic from 6 to 48 point. 


Write for specimen sheets showing 


complete font and series of sizes 


AMERICAN TYPE FOUNDERS 





200 Elmora Avenue, Elizabeth B, New Jersey 


© Branches in Principal Cities 
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HOW 10 GET 
MORE CHECKS 


Have you considered recently 
what it can mean to you and 


your Company to receive good 


MOSELY CHECKS for 
ONE-TIME ADDRESSING 
to YOUR MAILING LISTS 


It's an EXTRA Source of profit 
to help you enlarge your adver- 
tising Program, doesn’t take away 
from your own results. 

NO SALES WORK or BOTHER ON 
YOUR PART. The experienced 
DEPARTMENTALIZED MOSELY 
ORGANIZATION GETS CHECKS 
for YOU on straight com- 
mission. 


Write us all about YOUR LISTS now! 
Dept. RE-9b 


Westy SeusC IS List SERVICE 
A AN 


36 NEWBURY STREET 
BOSTON 16 


MOSELY sends the CHECKS 
—24,000 so far! 














When you 
need 


RECENT 
BIRTH 
LISTS 


Remember 


WM. F. RUPERT 


Compiler of NATIONAL 
BIRTH LISTS EXCLUSIVELY 
for the past fifty years. 
90 Fifth Ave., New York 11 
OR 5-3523 








WHAT'S aga a with that mail cam- 
paign? w doesn't it produce, as 
expected? Ww hat’s holding back in- 
quires, sales? 
alyzes sales letters. booklets, etc., on 
fee basis Shows what's wrong, points 
the remedy Improved results spe vk 
for themselves Wri te on business 
letterhead for complete details. Box 91, 
REPORTER, 17 i2nd Street, New 


@ York 17. N 


Business Specialist an- 





BEST RESULTS 


INDUSTRIAL LIST BUREAU 
45 Astor Place, New York 3, N. Y. 
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aa a a OPP PPP PPP PP er??? 


aoa 


if you have SEVERAL people in your 
advertising department who help in 
creating, planning and preparing di- 
rect advertising, you'll be interested 


COPS OLS 


in our suggestion on page 64. 
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of Direct Matt Advertising 


Volume 13 Number 5 


The Reporter of Direct Mail Advertising is published monthly by Henry Hoke, publisher, at 
So. Lancaster, Mass. Subscription price is $6.00 a year Re-entered as second class matter at 
Post Office at So. Lancaster, Mass., under the act of March 3, 1897. Copyright, 1950, by Henry 








Hoke. New York office: 17 East 42nd Street, New York 17, N. Y. Telephone: MUrray 
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THING: ape popPINe 
NGS ARE POPP ck TO DUNH), ,, 
Pop pown THE BF a 


Just a few steps west from the Roosevelt 


See how Dunhill operates—see its exclusive list servicing facilities for helping you 


to market and publicize your products or ideas. 


Experts in ferreting out highly select markets, Dunhill is consulted by some of the 
country’s largest advertisers—and smallest too! Let us help you 


to survey—to sample—to test—to sell. 


So pop in and talk about your special list problems! 


international list company, inc. 


565 FIFTH AVENUE * New York City * Plaza 3-0833 
In Washington, D. C.—1830 Jefferson Place 


at THE CONVENT _, 
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thy i Auie-typist | 
personalized CEED way | } 
Dual Selector Auto-typist SAVE TIME - SAVE MONEY 0G 
has a capacity of 100 roun 
different paragraphs, With Auto-typist, your direct mail — 
each selected by means P : ee ” moni 
of @ puch button. costs hit an all-time low oo your 
your returns an all-time “high.” Carl 
That’s because Auto-typist gives ye 
you individually typed, mechani- from 
cally perfect letters for as little as ose 
° ° ° . es 
3¢ each. Auto-typist is lightning nae 
fast, too, producing literally hun- catic 
dreds of letters a day...each com- yer 
: ee ° Ti 
plete with personalizing fill-in. . 
Model 5060 
FOR BETTER RESULTS 
Use Auto-typist for sales letters, ‘ 
credit collection, reviving dormant >. 
accounts—and for a host of other is a 
The Auto-typist operates any correspondence jobs. Auto-typed = 
: ‘ “ whi 
model typewriter. Typing letters outpull ordinary form let- whi 
mechanism is controlled pnevu- ; . ‘ 
matically by means of a per- ters 5 to 1! Stre 
forated record roll (similar to = 
a player piano). a, ing 
a ee yea 
ee othe 
a nan 
‘ : : jour 
to « 
NEW! SPACE-SAVING Auto-typist — The 
Auto-typist 5100 takes up a minimum of floor sen 
space. Compact, efficient, low cost. Permits the 
° . . ° wor 
automatic operation of any electric typewriter, oie 
with typewriter free to use manually at any adv 
time! Write for Bulletin No. 5100. So 
use 
42n 
in 1 
We 
com 
<i se the 
< ™ . GET THE FACTS! Learn how business 
X eet] firms and other organizations get results 
; with Auto-typist. Send coupon today! 
| ee 1 
| AMERICAN AUTOMATIC TYPEWRITER COMPANY ; . 
| Dept. 29, 614 North Carpenter Strect | on 
| Chicago 22, Illinois you 
| Please send me complete information on | pas 
, | (C Dual Selector Auto-typist Model 5060 nul 
Auto-typed Letters Get Attention | C1 Spece-Seving Auto-typist Model 5100 ren 
Rees Get Results together with a sample Auto-typist letter. ; = 
N a ee ee ar ee re ET Ee TS 
To Increase Your “Pull” Use | se yor 
| Firm | i lan 
| ae EE | firs 
| City Zone State | ins 
APOGEE RE DER SEG LL LER OGEE A GLE - ha! 
SEI 
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SHORT 


NOTES 


DEPARTMENT 


© GET YOUR PENCIL! Here’s a quick 
round-up of items of interest which 
crossed your reporter's desk this past 
month. Check items on which you or 
your secretary should do something. 
Carl I. Flath of The Queen’s Hospital, 
Honolulu 9, Hawaii thinks we ought to 
change the heading of this department 
from Short Notes to “Quick Round-Up” 
. . . but we'll stick to the past for the 
present. Incidentally, the Editor of a 
certain syndicated “Mail Order” publi- 
cation is being reminded that this mag- 
azine (including this column) is copy- 
righted. 


eed 


@ WARNING. We've said it before 
and we'll have to say it again. There 
is absolutely NO connection between 
this magazine and another “Reporter” 
which started about a year ago and 
which also has offices on East 42nd 
Street, New York. Our registered name 
is “The Reporter of Direct Mail Advertis- 
ing” although we have been known for 
years as simply “The Reporter.” The 
other magazine has continued to use the 
name in spite of all protests. It is a 
journal of world events and has nothing 
to do with advertising or direct mail. 
There has been considerable confusion 
. mostly due to subscription agencies 
sending our subscription renewals to 
the wrong address. And there was 
worse confusion when the new maga- 
zine tried to sell advertising to our 
advertisers. 
So... in writing to us, be careful to 
use our correct address ... 17 East 
42nd Street, New York 17, N. Y. And 
in telephoning, use Murray Hill 2-7424. 
We refrain from making any further 
comment on the editorial material in 
the other magazine. 


ddd 


@ IF YOU WANT TO SAVE MONEY 
on postage .. . better start watching 
your lists more carefully than in the 
past. Duplications seem to be more 
numerous than ever (partly due to 
rental of many lists). The Reporter 
received in one mail four expensive 
pieces from a book club. Also, watch 
your addressing. Doc Hanson of Cleve- 
land sent us a batch of about a dozen 
first class letters returned to him for 
insufficient address. He had been in 
habit of writing people mentioned in 


SEPTEMBER 1950 


magazines and news columns (without 
street addresses). New Post Office 
curtailment program has eliminated 
directory service on first class mail. You 
must have complete street address on 
every envelope you mail. 


oe 
eee 


@ THE NATION’S Better Business Bu- 
reaus have pledged the marshalling of 
their resources and facilities to combat 
“scare” advertising and hoarding, ac- 
cording to a letter sent by Victor H. 
Nyborg. president of the Association 
of Better Business Bureaus, to President 
Truman. 


The Better Business Bureaus also will 
urge the use of advertising to warn 
the public against “panicked” buying 
ef goods and services which would 
create artificial shortages and con- 
tribute to inflation. 


‘TI 
eee 


@ THIS WEEK (syndicated newspaper 
Sunday magazine) carried an interest- 
ing story in July 30th issue, about Rich- 
ard Morris of Newtown, Conn... . and 
his correspondence training and super- 
vision services. We are expecting Dick 
to sit in as a counsellor at the Work- 
shop or “Circles of Information” session 
at the DMAA Convention on October 
5th. 


| | 
eee 


@ WOODWORK GIFTS are being sold 
by mail... and very effectively ... 
by Charles W. Chase, Roaring Brook, 
Hadlyme, Conn. To see how he is 
doing it, write for excellent 28 page, 
6” x 9” booklet. 


JJd 


@ EVERYBODY seems to be getting on 
the bandwagon. Wanting to help in 
present emergency. The Association 
of Comics Magazine Publishers, Inc., 
205 East 42nd St., New York 17, N. Y., 
wrote to the President, offering services 
of members in presenting to the public 
any message which may be needed. 
The Printing Industry of America, Wash- 
ington, D. C. has set up a Defense 
Emergency Planning and Advisory 
Committee, to work with Government 
(Continued on page 8) 














FREE BOOKLET 
"Dictate with a big 
YOU”. Write today 
—wuse business letter- 


\ bead, please. 





Dictate with 
a big “YOU” on 


fy’ 


WATERMARKED 


by 
Fox RiVer 


COTTON-FIBER BOND, ONION SKIN, LEDGER 






Many money-making tips in this free 
booklet authored by Dr. Robert R. 
Aurner, better-letters authority. But every 
suggestion emphasizes: Why spend dol- 
lars of time composing the right letter 
—then entrust it to the wrong paper? 
Just think! You could be using letter- 
heads on the cheapest newspaper stock 
...you could switch to beautiful 100% 
cotton-fiber letterhead paper by Fox 
River, with matching envelope, and your 
extra cost per letter would not be over 
1¢! Smaller costs ranging downward in 
75, 50, 25% grades. Samples with free 
YOU booklet. Fox River PAPER CorpP., 
2022 S. Appleton St., Appleton, Wis. 







Look through the paper--- : far 
see the a 
Fox RiVer 


NAME OF QUALITY 
WATERMARKED IN EVERY SHEET 











How Many DUDS 
Can You Afford ? 


ailers are getting more and 

more finicky about the mail- 
ing lists they rent. Their budgets 
for mail-selling promotions are 
tighter. They're looking for fatter 
returns from test mailings—doing 
more shopping around among 
list brokers 


e think it's a good thing. Our 

business always seems to 
perk up when mailers put the 
pressure on. Probably because 
we offer them people, not mere 
names, in the lists we recommend. 
It makes us gluttons for work, to 
be sure. But we're happy enough 
with the customer's payoff. How 
about you? 


rite on your business letter- 
head for our descriptive folder 

“WHICH WILL YOU HAVE- 
NAMES OR PEOPLE?” 


IR 


SPECIAL LIST BUREAU 
DIVISION of DICKIE-RAYMOND 
80 BROAD STREET. BOSTON 10 











DIRECT-MAIL COMBINE-VELOPES 
The 4-in-1 Direct-Mail Sales Package 
Include Outgoing Envelope, Sales 


Letter, Order Form, Return Envelope. 
Delivered Ready to Address. 
Write 
THE SAWDON COMPANY, INC. 
484 Lexington Ave., New York 17, N. Y. 








ys 
BY 


FREE ART SAMPLES 





offset paste-ups, line cuts 

ideas for direct mail. Write now. | 
HARRY VOLK JR. ADVERTISING 
Drown, @. Central Bldg, Atlantic City, N. J. | 


MAILING 


ada: 
SUPPLY @ pu 





Departments on printing and supply 
problems. Printing Magazine is sug- 
gesting a rebirth of the Graphic Arts 
Victory Committee ... to get coopera- 
tion from mail users in supporting vital 
defense projects. Weakest point in 
present muddled set up .. . there is no 
control office of information, such as 
the wartime Office of War Information. 
Until such an office is established, no 
one knows what the public should be 
told or what it should do. Congress 
and the Administration need some 
coaching on “Public Relations.” 


ee 

eed 
@ HURRAH ... for the Folly Turkey 
Farm, Trevor, Wisconsin. Capitalizing 
on current price and hoarding hysteria, 
they mailed a postal card to mail order 
customers announcing, “No price in- 
creases at Folly Turkey Farm for our 
delicious roasted turkey foods.” 


| 
ode 


@ HERMAN HERST thinks the Star 
Furniture Company of North Sacra- 
mento, Calif. has an overdose of we- 
itis in the Thank You postal card sent 
to new custorrers. It reads: 

“Just a brief note to thank you for 
favoring me with your recent purchase. 

“We of the Star Furniture Co. want 
you to know that if you're not entirely 
satisfied with your purchase, just call 
me by phone or call on me at the 
store and I will see that you receive 
prompt, courteous attention. 

“I hope to have the pleasure of serv- 
ing you again at our store.” 

It is signed by the salesman. 


| | 
eee 


@ FOR SPARKLING COPY... we en- 
joy the monthly bulletin, “B-B Shots” 
issued by Byer & Bowman, (advertising 
agency) 203 East Broad Street, Colum- 
bus 15, Ohio. Filled with short items 
and illustrated with cartoons . .. many 
of them kidding the agency, such as 
“, . For the 24th consecutive year none 
of our clients is among the nation’s 
100 leading advertisers. (List of ten 
biggest.) Handling one of these big 
babies is said to be a terrific headache 
for the agency, but we'd still like to 
try. For a couple of bucks you can 
buy 1000 aspirin. And comes a nervous 
breakdown, some of these swanky 
sanitariums are just like country clubs.” 

And we liked this note in August 
issue: “AT THIS WRITING NO ONE 
can predict the ultimate effect of the 
Korean fighting on our economy. But 
certainly nothing in sight justifies even 
the most timid advertiser retreating into 
his shell. Elsewhere in B-B Shots is a 
list of the 10 top advertisers in the 
U. S. It’s significant that they are the 
ones that, in World War 2, kept com- 
pany and brand names constantly be- 
fore the public. It's more than 
coincidence, too, that they have en- 


joyed their greatest prosperity since 
1945. Advertising isn’t a luxury you 
cut down on to be thrifty or over-buy 
because money is easy. If you want 
your advertising in tune with the times, 
let it go to work for Uncle Sam. Use 
at least part of it to remind everyone 
of what must be done on the home 
front to assure victory.” 


JJ) 


@ TWO PENNIES tipped to top of let- 
ter were recently used by Robert E. 
Hill cf Bakers’ Helper. 105 W. Adams 
St.. Chicago 3, Illinois. Bob says it's 
just another example of the “old master 
attention-getter.” Theme: Here's all 
it costs to put a full page of your own 
selling data into the hands of every 
worthwhile bakery executive in the 
United States. 
JT) 


@ A STORY. IS GOING the rounds 
about one of the hazards of wartime 
hoarding. A New York printer (right 
up to the flare-up in Korea) had been 
trying to dispose of a hoarded supply 
of war-produced super paper stock. 
Not only was the paper purchased at 
a high price, although of inferior qual- 
ity. but the period of storage had 
further depreciated its value, appar- 
ently to that of scrap. The loss was 
aggravated by the rental of storage 
space and interest on money tied up 
for the past seven years We hope 
some of the present-day, paper- 
hoarders will be caught in the same 


trap. 
JT 


@ CHANGES. Robert Chase, formerly 
of Parents Magazine and once Presi- 
dent of the N. Y. Hundred Million Club, 
has formed a partnership with Frank 
A. Richardson to specialize in creating 
direct mail campaigns for clients. Chase 
and Richardson will be located at 25 
West 45th St., New York 19, N. Y. 
George J. Kuhbach, formerly with Kel 
Kellenberger at Union Switch & Signal 
Company, Swissvale, Pa., has set up 
his own agency, State Advertising Serv- 
ice, 273 State St.. New Haven 10, Conn. 
My old friend Tom Griffith of 602 
Times Bldg., St. Petersburg, Florida, 
reports the advertising business boom- 
ing in Florida. He and R. E. McCarthy 
have merged as Griffith-McCarthy, Inc., 
with offices in both St. Pete and Tampa. 


JJ) 


@ CATCHY BIRTH ANNOUNCEMENTS 
are in style again ... at least from 
parents who happen to be in the ad- 
vertising business. Bob VanderPyl of 
Advertising Letter Service, 2930 East 
Jefferson Ave., Detroit 7, Michigan, used 
an offset broadside to announce birth 
of his son, with reproductions of covers 
of Time, The Reporter and Calling All 


(Continued on page 10) 


THE REPORTER OF DIRECT MAIL ADVERTISING 








z “You ask what's 
ee wrong with this 
. catalog, Mr. Clark? 
et As your printer, 


it's b | + * 
I'd advise putting 
all 

os a cover on it 
he 


q4s 
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ds 
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ly 


w a bright, durable Hammermill Cover will 


; ASK YOUR PRINTER to show you ho aati 


ur catalogs and booklets A 


LIVE -~- put spark in your sale 


4 keep yo 








backed by the ‘““Hammermill” name and accepted by 
thousands of exacting buyers of business printing. 
And your printer can give you the kind of work yon 
want, when you want it, because this like-sided, 
easy-to-print paper saves time in his pressroom. 


4 It may be that a striking cover is just what is needed 
to give your sales messages the initial impact to com- 
I. mand attention —and keep them working for you 
months after you send them out. Your printer will 
be glad to show you examples. 

He can show these on Hammermill Cover. And you 
will see that any of its eleven lively colors or a bright ee 
white provide a background for designs that catch 
the eye...make the reader say: “Hello! This looks MMs [> 
interesting!” WAVES ‘ MN 

You can rely on Hammermill Cover because it is . a 


—wVe err See rmwa rt eS Bw 


| 
oS @ | BY THE MAKERS OF HAMMERMILL BOND 


EXPOSITION 








Girls carrying pictures of his wife, his durin 






daughter and himself. . . to announce 1950, 
—"It’s time to shout ... and tell about eight 
. another little roustabout.” Thanks, in tv 
Bob, for getting The Reporter into the dowr 
act. Als 
frien: 
for Presi 
J33 direc 
th @ THE COPPER & BRASS RESEARCH 
ASSOCIATION, 420 Lexington Ave., 
New York 17, N. Y. should have received 
offset copy more credit for their part in the Treas- @A 
ury Independence Bond Drive. Mem- ae 
ber companies put up the money and 
speed and materials to have the 54 replicas of the the I 
Liberty Bell cast in France and trans- ciati 


ported to the States. No expense to for © 
economy Jone 


Government. The always good “Copper 




















& Brass Bulletin” (stitched with copper 7 
wire) tells all about it. lan 
yea! 
whe 
JT) ning 
of tl 
@ NEWSWEEK pulled a clever pro- tem! 
motional job recently. Mailed a mimeo- Janu 
THE REMINGTON RAND CARBON RIBBON | guaphed copy of on impestant axtiscde oL 
° : four or five days ahead of publication. If 
Electri-conomy TYPEWRITER ; Attached was a simulated hand written inte 
miniature memo from Gib McCabe, ad- date 
| vertising manager. Good stunt. More Rep 
of such strategy may be needed in 
For high quality direct mail copy preparation...at lower cost...there’s these fast moving days. 
nothing better than the new Carbon Ribbon Electri-conomy Typewriter. m 
You get sharp uniform copy...can cut preparation time...and save ph 
money. @ WATCH OUT for phony mail cam- boo 
r ; | Paigns employing the “unordered Inc. 
With electrified action—it’s fast! Typists take to it quickly... appreciate merchandise” stunt. In spite of all nea 
‘ . rn warnings . . . there’s an outfit in St. 
the cushioned Finger-fit keys and Speed-slope keyboard. euks aufiinn pascal beas > 
a dian a a eee ee : dup- sorted Christmas cards to cold lists. 
It’s ideal for either direct image or phanngeagene offset process dup Sedeladhs Gas Gant tw gos Oe a 
lication. In addition—a simple changing of the ribbon makes the Carbon return box. Or they can keep box | 
P ging “free” if th h friend. b She 
. re ; ae . other typin | free’ if they get three friends to buy. 
Ribbon Electri-conomy an ideal typewriter for all your yping Eenest euth Giaee t theter Sesteee Wh 
requirements. | Bureau or local postal inspector. Ge 
one 
JJ) tha 
| @ JERR BEAUMONT of L er 
‘ Y ° ancasier wh 
MAKE THE Elecfri-conomy TEST TODAY! County Seed Co., Paradise, Pa. recently Sh. 
| paid a visit to The Reporter offices . . . pri 
| and he is all enthused about and work- 
ington Rand representative will gladly dem- ing with the Atlantic Union Committee, 
rer ee Pic Sersteged 537 Fifth Ave., New York 17, N. Y. He 
onstrate the Carbon Ribbon Electri-conomy = your thinks this Committee, striving for a e 
office... at no obligation. Investigate... make a trial on Federai Convention of Democracies, has on 
K set or other typing...write, call or send coupon. the only solution for World Peace. Left : 
pane aliens ae ether tyyeng-.. Oe " ° | some interesting booklets . . . which oe 
| are available from Committee head- Be 
quarters. ee 
7 ‘ 
eee ‘ 
; Business Machines and Supplies Division I ° AMERICAN TYPE FOUNDERS, Inc. 
! Room 2275A, 315 Fourth Avenue, New York 10, N. Y Elizabeth B. New Jersey. which has used 
’ ’ NT. - phonograph records and jigsaw cut- 
! [() Please send me FREE folder RE 8342 — on how to increase produc- : Send the coupon now outs to demonstrate the economics of 
; tion and cut costs with the Carbon Ribbon Electri-conomy Typewriter. ! . business to its employees, has come 
| for a complete descrip- : : 5 ; 
- C0 Please arrange for an Electri-conomy Test in my office. 1 up this year with still another device « 
1 : tion of this new cost- °| to show how its income dollar is divided. we 
ee ee I In a 24-page, cartoon style annual re- Bu 
; Firm = acicnetietninaian H saving aid to offset re- ‘© port to employees designed to give an 5. 
peiene ¥ stein account of operations and earnings 
; City — PI crniceseestncnnitimsiains : 
i : 3 THE REPORTER SE 
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during the fiscal year ended March 31, 
1950, the company enclosed a set of 
eight iced-beverage coasters imprinted 
in two colors with a pie-chart break- 
down of the company’s income dollar. 

Also ... see by the papers, our old 
friend, Frederick B. Heitkamp, former 
President of DMAA, has become a 
director of ATF. 


eee 


@ ANYONE GOING TO ENGLAND? 
After the success of DMAA President. 
Harry Porter's appearance in London, 
the British Direct Mail Advertising Asso- 
ciation has asked our help in arranging 
for more American speakers. A. Edward 
Jones of Gee & Watson Ltd., 111 Shoe 
Lane, Fleet Street, London E.C.4, Eng- 
land is the program chairman for this 
year. He would like to be advised 
when any direct mail people are plan- 
ning to visit London. Next meetings 
of the BDMAA are scheduled for Sep- 
tember 28, 1950; November 30, 1950; 
January 25, 1951; March 29, 1951; May 
31, 1951. 

If any of you readers of The Reporter 
intend to be in London on any of those 
dates, please get in touch with The 
Reporter or write direct to Mr. Jones. 


— 
eed 


@ FOR A GOOD LOOKING annual re- 
port. ..see 28 page, 81/2” x 11” colorful 
booklet just issued by General Mills, 
Inc., 400 Second Ave., South, Min- 
neapolis 1, Minn. Excellently handled. 


eed 
@ BECAUSE OF BECAUSE. The Regal 
Shoe Company Mail Order Division, 
Whitman, Mass. sure stuttered around 
in announcing a coming price rise. 


Card reads in part: “Because you are | 
one of my customers I wish to tell you | 


that because of the advance in the 
costs of leather and other materials 
which go into every pair of Regal 
Shoes, there will be some necessary 
price advances shortly.” 


aed 


@ ACCORDING TO GEORGE GALLUP, 
as reported in the press, the curtailment 
in mail service hasn't caused as much 
fuss as expected. A Gallup poll re- 
vealed: 
1—Delay makes a difference._.22% 
2—Delay makes no difference...21 
3—Have not noticed any delay 57 





100%, 
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@ MISTAKES WILL HAPPEN ... and 


we like the way Commodity Research | 


Bureau, Inc., 82 Beaver Street, New York 
5, N. Y. capitalized on a recent one. 
(Continued on page 12) 
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PHOTOGRAPHIC PLASTIPLATES 


The patented plastic surface of Remington Rand's revolutionary Plasti- 
plate makes it the nearest thing to stone lithography for office and press 
shop use. The superb reproduction qualities of both Direct Image and 


Photographic Plastiplates mean /onger runs and greater uniformity... 
and line and half-tone copies that fairly sparkle with brilliance and life! 


Typists appreciate Plastiplates because they feed through the type- 
writer without any special adjustments. Press Operators welcome Plasti- 


plates exclusive advantages too—they’re convenient to handle...“self- 


cleaning” and can be easily filed for re-runs. 


Available in all sizes to fit all makes of office offset duplicators. 


MAKE THE 


To convince yourself of Plastiplates superiority, make a 
trial... your press will prove it. We will gladly send you, 
or your printer 3 free Plastiplates so you can compare 
results. Or...our representative will demonstrate them 
at your convenience...write, or use coupon. 


Send the coupon for 
the folder describing 
the Proof of New Office 


Offset Duplicating 
Profits. 





poco c con 


PLASTIPLATE PRESS TEST... TODAY! 













Business Machines and Supplies Division 
Room 2475A, 315 Fourth Avenue, New York 10, N. Y. 

C0 Please send me FREE folder DS 62—Proving New Office Offset 
Duplicating Profits with PLASTIPLATES. 

0 My Duplicator is a__..._._______ Mode! No. __ 
Send me FREE PLASTIPLATES (©) Photographic () Direct image 

















luse a_______ typewriter with a 1) Fabric ) Carbon Paper Ribbon. 
Name 

Firm 

Address. 

City. Zone. State 
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Years of handling and constant usage 
—Rising No. | Index takes them in 
stride . .. without splitting or dog- 
earing. Easy to handle, taking an 
excellent impression, and your 
printer’s first choice for records— 


Rising No. 1 Index 


M 100% rag 
5 weights 


White and four colors 


M 2 sizes 


ising Papers 


ASK YOUR PRINTER... HE KNOWS PAPER! 


Rising Paper Company, Housatonic, Mass 













































PUNCHES sheets and covers of any size 
or weight, quickly, accurately 






BINDS up to 250 books an hour with 
colorful GBC plastic bindings 


BIND THIS MODERN WAY 
right in your own OFFICE 


or plant 

Add prestige, color and utility 
to reports, presentations, cata- 
logs and all printed material 
with this handsome plastic bind- 
ing. Complete office equipment* 
costs no more than a typewriter. 
Binds a book for a few cents. 
Anyone can do it in seconds. 
*Patents Pending 

Special free trial offer. TRY this 


equipment in your own office or plant. 
No obligation. Satisfaction guaranteed! 


- 

Send today for full infor- 
mation and 2 FREE handy 
pocket memo books bound 
on this equipment. 





General Binding Corporation 
808 W. Belmont Ave., Dept. RD.» 
Chicago 14, Ill. 



































MEDICAL 
ADDRESSING 
SERVICE 


We maintain a complete mailing 
list of all practicing physicians 
arranged by states and cities and 
by specialty groups. Addressing 
charges are low. 100° post office 
delivery is guaranteed on mail- 
ings made from our list. Orders 
are handled within a few days. 
Write for detailed counts and 





prices. 


® Accuracy guaranteed 

* Low cost addressing 

* Write for counts and prices 
® 72-hour service 


® Clean address imprints 


Fisher-Stevens Service, 
Inc. 
345 Hudson Street 
New York 14, N. Y. 
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Attached to a well filled-in multi- 


| graphed letter was a small pink slip, 


bearing this message: 

“Attached is a duplicate of a letter 
sent to you under date of May 23rd. 
Through a mix-up at the ‘lettershop’ 
which handled our May 23rd mailing. 
our original letter had been typed on 
the stationery of another of the letter- 
shop's clients. 

This duplicate is sent to clear up any 
confusion that may have been created 
through your receiving a letter from 
Commodity Research Bureau, Inc., 


| under the letterhead of an unaffiliated 


concern.” 
The orig'nal letter must have caused 
a lot of raised eyebrows ... and hell 


in the lettershop. 


eee 


| @ STATION KCMO in Kansas City. 


Missouri (15th Floor, Commerce Bldg.) 
is doing a unique house magazine 
promotion job to build up audience 
contact. We may be wrong... but 
don't believe anything quite like it 
has been done by a local radio station. 
KCMO issues a monthly news magazine 
(for listeners). Six pages, I1112" x 
17”. Glossy stock. Intimate stories 
end pictures of personalities “on the 
air’. Token subscription price, $1.00 
per year. And about 1500 out of 5000 
cizculation actually pay. August 1950 
issue completed second year of project. 
Editor F. C. Strawn could be induced 
to send you a sample copy. 


_ 
eee 


@ AN INTERESTING COOPERATIVE 


promotion is the 48 page, 81.” x 11” 
booklet just issued by Electrical In- 
formation Publications, Inc., 20 North 
Carroll St., Madison 3, Wisconsin. It 
sells for 50¢ ... but we understand 
it is also distributed by electric utility 
companies to restaurant and food serv- 
ice operators. It describes in detail and 
pictures more than 200 electrically 
operated appliances representing the 
products of about one hundred manu- 
facturers. Very well done. A catalog 
. .. without one line of advertising. 


eee 


@ WHILE WE ARE ALL TRYING to 


| find out what the real Communists are 


going to do... the strange “Committee 
for Constitutional Government” at 205 
East 42nd Street, New York 17, N. Y. 
is flooding the mail with their equally 
strange material. Much of it going out 
under Congressional frank (free of post- 
age). Dr. Rumely admitted to some four 
millions of such franked pieces last 
year. Present drive of millions of pieces 
is to sell John Flynn's asinine book in 
which everybody and his brother, in- 
cluding the Federal Council of 
Churches, is accused of being a Com- 
munist. Sorry to report the campaign 
has worked. More than a _ million 
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Flynn books have been reported “sold.” 
Adding much to our confused thinking. 

Sorriest story . . . about the manu- 
facturer who ordered and distributed 
10,000 copies (without reading) only to 
discover later about the ridiculous 
charges against the Federal Council of 
Churches of which he was a leading 
lay figure. If you want to get the facts 
on the particular set-up, write person- 
ally to Dr. Leon M. Birkhead, Friends of 
Democracy, 137 East 57th St.. New York 
22, N. Y., and ask him for the complete 
and accurate F. O. D. bulletins. You'll 
be amazed. Flash: Dr. Rumely has 
been cited for contempt of Congress. 


eee 


@ OUR BRITISH COUSINS are really 
going to town in producing fine printing 
. and promoting it. Just received 
a glamorous portfolio from Stamford 
Services Limited, Publicity House, 22 
High Road, London, W.4, England. en- 
tiled “Prestige and Profit through 
Fine Printing and Planned Publicity”. 
Tipped to ins de pages are specimens of 
folders, booklets, letterheads, envelopes, 
calling cards, etc. Smart promotion. 
Also several months ago we 
mentioned deluxe brochure sent to us 
by W. S. Cowell Ltd., Butter Market, 
Ipswich, England. Now we have an 
even more deluxe volume from R. 
Geoffrey Smith of the Cowell organi- 
zation. A stiff cover 116 page book 
entitled, “A Handbook of Printing Types 
with Notes on the Style of Composition 
and Graphic Processes used by Co- 
wells”. It's about the most beautiful 
type book we've ever seen. 


eee 


@ MARCUS & COMPANY (printers) of 
Clifton Heights, Pa. used the birth of 
three kittens to the plant “mascot” as 
the timely and lively topic of a clever 
mailing piece. In describing each 
kitten, they managed to work in a brief 
description of the plant and why the 
kittens had to find new homes. Offered 
them—"first come, first served”—to cus- 
tomers or prospects who phoned for 
them. A very small P.S. at bottom of 
display folder read: P. S. Our main 
business is producing good printing. 
We will be very happy to have you 
phone for a printing job as well as 
a kitten. 


— 
ea 


@ E. W. HUSEN OF DETROIT has 
authored another valuable booklet for 
the Mail Advertising Service Associa- 
tion, 18652 Fairfield Ave., Detroit 21, 
Mich. This fourth in a series is titled, 
“More Profit in Multigraphing.” The 
first covered “Typing” and the second 
and third were devoted to “Mailing 
Operations.” The booklets, going into 
most careful detai', sell for $1.00 per 


(Continued on page 70) 
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HOWTO GET BETTER COPIES FROMANY OFFSET DUPLICATOR 





It’s a fact. Just switching to CoutrHo plates 
makes an astounding improvement in the 
work turned out on offset duplicating 
machines. 


Couituo plates have a special printing sur- 
face that defies rough handling . . . that 
makes them a cinch to prepare. Anyone 
can do it. . . just type, draw, or write. No 
training . . . no special skill. Copies come 
out clean and sharp—right from the very 
start—without smudges—without finger 
marks. CouitHo plates not only give you 
better copies, but more copies. And plates 
don’t come more rugged than COoLiTHO. 
You can fold them for mailing and still not 
spoil their printing qualities. 


If there’s an error, you don’t have to do 
the whole job over. Just erase and make 
the change. CouiTHo plates don’t know 


COLUMBIA RIBBON & CARBON MFG. CO., Inc., 199 Herb Hill Road, Glen Cove, L.1., N.Y. 
Please send me samples of COLITHO Masters. 


what it is to grow old. File them and they'll 
give you sparkling copies years later. 


In addition to all their superior advantages 
for regular duplicating purposes, COLITHO 
plates are ideal for producing a big variety 
ES of inexpensive promotional mate- 
Hk rial. Why not use the coupon to get 


ty sample plates to try yourself? 


COLUMBIA RIBBON & CARBON MFG. CO., Inc. 
Main Office & Factory: 

199 Herb Hill Road, Glen Cove, L. I., New York 

New York Sales and Export: 58-64 West 40th Street 

Branch Offices and Distributors in principal cities 

Consult your local Telephone Classified Discsteny 


Oo 


OFFSET MASTER PLATES 
Colitho Plates make any offset duplicator 
a better duplicator 























Plate Size. 


' 

! ! 

| Name Title. | 

Company. 

= ) 

| Address | 

| City. Zone. State | 

| Make of Duplicator. Model | 

| ! 
' 


Clamp Style. 
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NEW MAIL ORDER——— 


CUSTOMERS 
IN VOLUME . . . For YOU! 


Would you like to “step up” your 
volume of NEW MAIL ORDER 
CUSTOMERS for your specialties 
this Fall and Winter and hold 
down costs? Tests and volume 
mailings, keyed, to 


MOSELY MAIL ORDER 
MARKETS (or Lists) 


will open new possibilities for 
you, help you break records. 
The “cream” of over 4,009 MAIL 
ORDER MARKETS (or customer 
lists of other companies) for low- 
cost, one-time addressing. 15 
years of Service and Leadership. 











Write all about YOUR Problems to 
Dept. RE-9A 


MOSELY SELECTIVE LIST SERVICE 
Ma Order ON Headquarter 


38 NEWBURY STREET 
BOSTON 16 


NEW MAIL ORDER CUSTOMERS IN VOLUME 














15% RETURN 


Request details on this and other suc- 
cessful campaigns! Let our experience 
in planning, writing, designing sales 
letters, circulars, catalogs, etc. help you 
reap big profits by mail! Consultation 
without obligation. 


PAUL MUCHNICK CO. 


150 Nassau St., New York 7, N. Y. WOrth 4-6936 








Letterhead Bargain 


10,000 81/, x 11 letterheads on #20 white bond— 
lithographed in I, “2. 3 or 4 colors as you may 
require— for as little as $65.45! Larger quanti- 

r s. Ideal for Christmas 
pecial occasion letters. Write on 
s letter head for samples and complete 


503 F St. N. W. 
A. WELLER — N.S 














EYE* CATCHERS 


rect mail promotions 

a unique photo service J Tt 

used by large and small Fe 
F e everywhere 
in all kinds of promotions 

See how WE sell by . 
el or for FREE , as 
pre No 2 
EYE* cate HERS, Inc. W & 


10 FE. 38 8S . ¥. City 16 








Editorial 


This is our Convention Issue. It was produced under difficulties. 
War fears. Strain. Arguments. 

But you will find valuable material. Perhaps the best, and most 
irrelevant, article is “On the Art of Being Kind.” A strange subject 
in these stormy days when Malik confuses the air waves with his 
arguments on why black should be white . . . and white, black. Maybe 
that’s what we all need. More coaching on the Art of Being Kind. 

This issue is devoted to the Convention. It will probably be a very 
successful Convention. People are confused and they want to 
associate with others who are equally confused. 

The program has been built so that it will be timely . . . right 
up-to-the-minute as of the day of the Convention. The speakers and 
counsellors are all primed for last minute changes. 

I thank all the people who have written during the past month 
to tell us what they are thinking and doing during these unsettled 
days. We'll have more to say about their letters in the post-convention 
issue. All of us are agreed that we've got to keep plugging along... . 
to keep things on as even a keel as possible. 

And, oh yes, there’s that “homework mess” here in New York. Our 
article in the August issue created a minor revolution in direct mail 
From some quarters, we were severely criticized for bringing 
the subject out in the open. There were several demands that we stop, 
change our tune or give “equal space” to tell the “other side of the 
story.” We stick by our guns . . . as of pages 12 to 15 of the August 
issue. 

The undemocratic, communistic-inspired New York Labor De- 
partment order restricting typing homework became effective Sep- 
tember Ist. So far, about fifty organizations have filed appeals with 
the Board of Standards and Appeals. Those appeals will stay the order 
as far as the individual organizations are concerned. Within the letter- 
shop and mailing industry . . . there is much confusion. There will 
be confusion until this undemocratic action is tevoked or set aside 
by court action. 


circles. 


To all of our friends who are concerned . . . we suggest a reading 
of the September 12th issue of Look. The “Primer for Americans” is 
MUST reading. Compare the principles outlined with the provisions 
of New York’s home-typing order . . . and you'll be shocked into action. 

But we'll give you a complete report next month. 

For the present . . . let’s be Convention-minded. Let’s meet to- 
gether and see what all of us can do to keen our businesses functioning 
(with the help of direct mail) in the difficult days ahead. 

I'll be seeing you at the Roosevelt in New York. 


Henry Hoke 
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“No Chain is stronger 
than its weakest link..?’ 








.. and there are no missing links in a 
Donnelley produced “Mail Sales Plan! 


For the complete story of how Donnelley can 





There is no substitute for experience! And experi- 

ence has shown there are basic links that must be _ help you get better results from your Dealer Help 

welded together to form the complete “chain” of — Direct Mail, call or write your nearest Donnelley 

a successful Dealer Help Mail Sales Plan. Weak- _ office. 

— ‘a any one of these links can destroy the *Direct Mail for local dealers, sponsored by major 

effectiveness of the entire plan! Here at Donnelleys suppliers. 

we are only too aware of these important facts. 
With a Donnelley prepared Mail Sales Plan, 


you are assured of a systematic program that 





OTHER DONNELLEY SERVICES INCLUDE: 


welds all the vital links shown above into a pro- ® Couponing-by-Mail—an “Occupant List” of 
ductive sales aid—a plan coordinated with your over 35 million addresses, 98.4% accurate! Plus 
igh pe z complete addressing and mailing service. 
other merchandising activities to further stimulate ' p 
the sales of your dealer organization © Contest Planning and Judging—cupperted 
—" b ~ ° by years of experience in handling the nation’s 

With the Donnelley produced plan, you and largest contests. 

your dealers are assured of the greatest value per ® Mail-Away Premium Service—executed by 
rertisi P * , an expert staff, geared to handle large volumes, 

advertising dollar spent Donnelley experts follow cwalelty aol elltaatiy. 

your program from its planning and creation to 

no final ulnal fy he tee eetical ® Selective Market Mailings—proved by ex- 

the final placing of your mail in the hands of pros- haustive tests, national, regional, and local 


pects. Every step is carefully supervised! . . . no campaigns. 
link is overlooked! 











THE REUBEN H. DONNELLEY CORPORATION 


350 E.22nd ST. 305 E. 45th ST. 727 VENICE BLVD. 
CHICAGO 16, ILL. NEW YORK 17, N.Y. LOS ANGELES 15, CALIF. 














Are the posta: scales weighing away extra profits 
that could be yours? Can you handle a given mail- 
ng better—and do the job at considerable saving? 


Specialized Tension Envelopes—the right type 
and size and substance weight—will very often pro- 
duce substantial savings in postage. Tension Post- 
age Savers and Booklet Postage Savers carry more 
weight at less cost than First Class mail...and get 
as many “openings.” The Duo-Post permits you to 
send a heavy Fourth Class catalog along with a 
First Class letter, with the assurance that the two 
will arrive together. “Lite Flite’ air mail envelopes 
pay for themselves over and over—especially in 
foreign correspondence, where the minimum unit 
is ¥2 ounce. 


And don't forget, Specialized Tension Envelopes 
also save time in processing the mail, prevent mis- 
takes, protect envelope contents, promote sales and 
attract favorable attention! 





Specialized 





TENSION 
ENVELOPES 








“TAKE A LETTER, PLEASE!” 
“Tension Envelope Corporation says they'll be glad to 
jn Weng business “se send us samples of envelopes that save postage costs if 


we just tell them our problem on our letterhead. The 
service is free. Let’s see what they have to offer.” 


“TENSION ENVELOPE CORPORATION 
FACTORIES: New York 14, N.Y. @ St. Louis 10, Mo. 
Minneapolis 1, Minn. @ Des Moines 14, lowa @ Kansas City 8, Mo. 
Over 100 Representatives Selling Direct to User 
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CONVENTION 


the president's 
call to convention 


by ha rry a. porter, president, direct mail advertising association 


I hope you all enjoy the Convention 
this year. 

Have a good time. Make new 
friends gab with your old ones. 
And see if you can feel a new current in 
DMAA waters. 

Maybe you won’t. After all, there’s 
going to be a lot going on. Waves 
breaking on the beach distract atten- 
tion from the tide. Perhaps the bustle 
of program activities will distract your 
attention from the deeper forces work- 
ing within your Association. 

It's good to be able to report on some 
of these new forces. In the future 
you will hear about them. It will take 
months—or more likely, years—but 
their effects will ultimately be visible. 

The past year has been a period of 
analysis and planning. Much of the 
planning has been adopted and is being 
put into effect. As retiring president, 
I am taking the liberty of speaking for 
your other officers and permanent com- 
mitteemen in reviewing what has hap- 
pened. 

Direct mail advertising, being a 
truly national industry, requires a 
truly national association. To meet 
this requirement more completely, the 
DMAA board of directors has been en- 
larged. In the future, there will be 17 
directors instead of 11. The new di- 
rectors are being chosen from locali- 
ties and business classifications not 
strongly represented previously. 


A program for a continuing, self- 
sustaining membership campaign was 
worked out last year. You all realize 
how important it is to any group to 
have a large, enthusiastic and represen- 
tative membership. The program set 
up involved the enlistment of regional 
and local membership chairmen. They 
have been given free rein to cut loose 
in their drives to sign up logical mem- 
bers from their territories. 


SEPTEMBER 1950 


The Association will continue these 
recruiting outposts. A strong, per- 
manent national membership commit- 
tee will work closely with them, supply- 
ing material, advice, encouragement 

. anything to keep the drive for mem- 
bership rolling. 

There was a basic, long-term pro- 
ject born during this past year... 
which I personally feel to be of utmost 
importance. A_ public relations pro- 
gram for the DMAA. The scope of the 
program has been defined; also its long- 
range goals and immediate objectives. 
The entire program has been carefully 
and thoughtfully worked out. 

One point in the program is of spe- 
cial interest: “Better relations for direct 
mail; its practitioners and its Associa- 
ucn will be developed with: 

‘Top Management’ in business, in- 
dustry and government. 

Potential users of direct mail. 

Other organizations in the sales, ad- 

vertising and printing fields. 

The Public.” 

Being a management man primarily, 
and a direct mail man only incidentally, 
I cannot stress too greatly the impor- 
tance of selling “Top Management”. 
How much further ahead would be the 
sales departments—and direct mail 





harry a. porter 
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specialists—if a strong program of this 
type had been operating tor the past 
15 years! 

Established this year, for the first 
time, has been an aggressive education- 
al program. A committee has buck- 
led down to work with leading colleges 
and universities to develop adequate 
courses in direct mail advertising. 

Of immediate concern to all of us is 
the world military situation. Who can 
plan or predict with mushroom-shaped 
clouds looming in our dreams? 

All we know is this. If there is 
peace, or as long as conditions approach 
normalcy, the DMAA will continue 
its efforts on behalf of the direct mail 
industry. If the great disruption does 
occur, we can only hope to contribute 
all that we can, proba’! along the 
lines similar to the work done by the 
Graphic Arts Victory Committee in 
the early 1940’s. The plans made now 
for the DMAA’s future will be as appli- 
cable in ten or twenty years as they will 
be in 1951, for they are ground-work 
programs which cannot become out- 
dated. 


You will be fortunate next year in 
your leadership. The slate of directors 
nominated for selection at the con- 
vention is outstanding. Assured of a 
vigorous board of directors, and hard- 
working officers, the DMAA cannot 
help but improve its effectiveness and 
increase the acceptance of direct mail 
in general. 

The self-denying spirit of cooperation 
evident in every task undertaken by 
DMAA committees this year has been 
unusual. It has been heart-warming. 
This spirit has been a major factor in 
inspiring the optimism with which I 
view the future of the Direct Mail Ad- 
vertising Association. It was a plea- 
sure and an honor to work with all of 
you. 
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OCTOBER 4— 
9:00 a.m. Registration desk and exhibits open 


9:30 Special breakfast for all winners of 
annual Best of Industry contest. Speak- 
er: Dr. Robert A. Love, Director, 
Evening & Extension Division, City 
College of New York, 17 Lexington 
Avenue, New York, N.Y., Chairman 
of Board of Judges. 


12:30 p.m. Opening Luncheon. Chairman, 
Harry Porter, Vice President, Harris- 
Seybold Company, Cleveland.  Presi- 
dent of DMAA. 


1. WELCOMING ADDRESS John 
Wiley, Vice President, Hill & Knowl- 
ton, New York, N. Y., General 
Chairman of the Convention Com- 
mittee. 


Nm 


. FEATURED SPEAKER—The Hon- 
orable John W. Snyder, Secretary 
of the Treasury. 


The Headliner .. . 
The Honorable John W. Snyder 


Secretary of the Treasury 


ills 
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CONFERENCE PROGRAM 


Direct Mail Advertising Association 
October 4, 
Roosevelt Hotel, 


5, 6 
New York 


2:30 p.m. Afternoon General Session 


1. Speakers—Kay Murphy, Chairman 
of British Direct Mail Advertising 
Association, Director & General 
Manager of Linguaphone Institute, 
Ltd., London, W. L, England, 
“Direct Mail Experiences in Europe”. 


2. C. T. Habegger, Winner House, 
Berne, Indiana, ““The Hobby of Get- 
ting by Giving”. 


. “What Small Business Needs Most” 
(A panel discussion led by Joseph 
M. Russakoff, Vanguard Advertising, 
New York, N. Y., assisted by Or- 
ville Reed, Howell, Michigan and 
C. E. Scofield, Geneva Gardens, 
Geneva, New York. 


w 


:30 p.m.—Annual Business Meeting of the 


DMAA 


5:30 p.m.—Cocktail Party 
STOBER 5— 


700 a.m. to 12:30 p.m.—*“Circles of In- 


formation” (See our cover) 
Moderator: James A. Clarke, LaSalle 
Extension University, Chicago. This 
will be a workshop session without 
any speakers or without recording. 
There will be 24 conference tables. 
You can move from table to table to 
ask questions. Each table devoted to 
one special subject and staffed by two 
or more expert counselors. Seventy- 
five specialists have volunteered their 
services. Their names will reach you in 
a separate bulletin issued by the DMAA. 
The following subjects will be covered: 
Copy 

Correspondence Supervision 

Envelopes 

House Organs 

Layout and Illustration 

Letterheads 

Lettershop and Mailing Operations 

List Brokerage 

List Compilation 

List Maintenance 

New Ideas in Direct Mail 

Paper 

Postage Rates and Regulations 
Printing, Duplicating and Mailing 
Printing Production 

Production Economies 

Public Relations 

Reminder Advertising 

Research 

Showmanship and Novelties, Gadgets 


Special Problems of Non-Profit Pro 
motions (Fund Raising, etc.) 

Systems—Equipment 

Systems—Records 

Testing 


2:00 p.m. to 5:00 p.m.—Special Meeting 


6:00 


of the Hundred Million Club of New 
York. President Lawrence G. Chait, 
Advertising Manager, Arthur Wiesen- 
berger & Co., New York, N Y., will 
preside. 

An all afternoon program devoted to 
mail order practices in tune with the 
current situation. Panel Participants: 
Lester Suhler, Subscription Manager, 
Cowles Magazines, Inc., Des Moines 
4, lowa. 

Leslie Davis, Special Assistant to Pub- 
lisher, Wall Street Journal and Barrons, 
New York, N. Y. 

Carleton W. Richardson, Vice Persident, 
United Business Service, Boston, Mass- 
achusetts. 

Jack McDonnell, President, Epicure 
Club, Elizabeth, New Jersey 

C. B. Mills, Vice President, O. M. 
Scott & Sons Co., Marysville Ohio. 
Lewis Kleid, President, Mailings, Inc., 
New York 19, N. Y. 

Robert Rubin, President, Circulation 
Associates, Inc, New York 19, N Y. 
Maxwell Sackheim, Maxwell Sackheim 
& Co., New York, N. Y. 


p.m.—Buffet Dinner and Show 


OCTOBER 6— 


9:00 a.m.—General Session 


Business Strategy in the Days Ahead. 

Chairman, L. T. Alexander, Manager, 

Direct Mail Division, E. I. du Pont 

deNemours, Wilmington, Delaware. 

1. “The Job Ahead in Retail Selling” 
Frank Beilen, Internal Sales Mana- 
ger, Saks Fifth Avenue, New York 
22, N. Y. 

. “The Problems of Distribution” 
Harry F. Deines, Advertising Mana- 
ger, Westinghouse Manufacturing 
Co., Pittsburgh, Pa. 


N 


. “Dealer Help Programs” Dr. E. M. 
Tisdale, Research Director, Ross 
Roy, Inc., Detroit, Michigan. 


Ww 


4. “How We Built a Prize Winning 
Campaign” Speaker—the winner of 
the top award in Annual DMAA 
contest. Not to be announced until 
day of convention. 


12:30 p.m.—Closing Luncheon 


Introduction of new officers and direc- 
tors. Feature: Off-the-Record — Dis- 
cussion of “What's Ahead for Busi- 
ness” by top management and Govern- 
ment experts. 


2:00 p.m. to 4:00 p.m. By popular demand. 


Copy and Better Letters—General Ses- 
sion, John D. Yeck, Yeck & Yeck, 
Dayton, Ohio, Chairman 

1. John Davis, Shell Oil Company, 
New York, N. Y. “Let’s Not Be Kind 
to Copy.” 

2. “How You Can Make Your Letters 
Better” 

Viola Noble, Advertising Director, 
Clarke’s, Tulsa, Oklahoma; Eric Smith, 
President, Burroughs, Inc., Los Ange- 
les, Calif. 


Adjournment. Exhibit Closes. 
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with REPLY-O Letters 


Top advertisers in almost every field use Reply-O Letters. Reply-O 
Letter prefers to work with these mail-advertising “pros”—the 
people who know a good thing when they see it—and test it. 
Most of our customers started with the famous “Reply-O Letter 
Test” in which only one-half of a mailing is Reply-O Letter. 


The other half of the test may be any kind of direct mail just so 


long as copy, class of postage and date of mailing are identical 
on both halves. 

Reply-O Letter always wins out on these tests—usually by a 
margin of 40 to 50%. 

Want to “Ring the Bell” for replies—inquiries—orders? Get in 
touch with us today! 


lf you can’t see us at the Convention, Booth 2, write for samples or call our nearest sales office. 


Write to —§ 
the wy PL ¥ -¢6 


PRODUCTS COMPANY 
150 West 22nd Street—New York 11 
CHelsea 2-1156 





Chicago 1 
225 No. Michigan Ave. 
STate 2-0830 


Boston 9 
10 Post Office Sq. 
Hancock 6-1555 


Cleveland 1 
1749 East 22nd St. 
PRospect 1-8470 


Toronto 
33 Scott St., Inner Court 
ADelaide 8797 


Detroit 2 
530 Piquette 
TRinity 5-2221 








Relationship and Importance of 
Small Business To Large Business 


by es. Be Alexander, E. 1. DuPont de Nemours & Co., Inc. 


Big Business and Little Business are 
nothing more than components of our 
economy associating together for their 
mutual benefit. Neither could exist 
without the other. 


industrial system Big Business must 


In our American 


have thousands of Little Businesses to 
support it. Reversely, thousands of our 
Small Businesses depend on Big Busi- 
ness to contribute through mass pro- 
duction things which have become such 
important factors in our American way 
of lite. 

In these days one hears and reads a 
lot about “monopoly,” “concentration”, 
and “economic power.” Most frequent- 
ly the words are used in connection 
with “Big Business” and the connota- 
tion is that bigness, per se, is bad. The 
public is frequently led to believe that 
big companies are out to gobble up 
the little fellow and fill their coffers 
to the brim with profits taken from the 
little fellow. 

It is quite concievable that use of the 
above-quoted words is a deliberate and 
mischievous attempt to confuse the 
public and create misunderstanding. 
Surely these words are frequently used 
in ignorance. However, it is a rarity 
when they are employed in a construc- 
tive fashion. Nor do they help the pub- 
lic to appreciate the true relationship 
between Big and Little Business. 

The truth of the matter is that Big 
Business is not out to get the little fel- 
low. To the contrary, Big Business is 
well aware of the importance and the 
great need for the little fellow. 

The relationship and importance of 
Small Business to Large Business can 
best be illustrated by referring to speci- 
fic examples so the rest of this article 
will be confined mostly to the exper- 
ience of the Du Pont Company which 
I know rather well, having been in their 
employ for nineteen of my twenty-two 
years of business life. 

Du Pont is a large company—its 
sales Jast year reached an all-time peak. 
Customers bought one billion, twenty- 
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five million dollars worth of our goods 
($1,025,000,000). One might think 
that such a large volume of sales could 
be accomplished only by Du Peont’s 
selling solely to other Big Businesses. 
However, such is not the case. The 
great majority of Du Pont customers 
are Small Businesses. 

In 1949 Du Pont’s customers num- 
bered more than 70,000. According 
to figures recently released by the De- 
partment of Commerce, in 1948 there 
were only 3,100 Big Businesses in the 
United States. Although it would 
have been both impractical and im- 
possible, let us assume that Du Pont 
sold to all of these so-called Big Busi- 
nesses. There would still remain 66,- 
900 Small Business customers of Du 
Pont. 

It takes a Big company to make 
durable goods, investing huge sums in 
factories and tremendous inventories 
of materials to say nothing of main- 
taining large research and development 
programs.* It takes Small companies 
to complete the picture to the consumer. 

*Last year Du Pont Co. spent something 


like 35 million dollars end in 1950 expects 
to spend another 35 million on research alone. 


As an example, let me cite the case 
of the development of nylon which was 
an industrial gamble that no Small 
Business could ever undertake. Six 
million dollars were spent during long 
years of difficulty and bitterly disap- 
pointing research and development of 
nylon. There were 21 million dollars 
spent on manufacturing facilities be- 
fore commercial sales were made. A 
total of 27 million dollars were spent 
and more that ten years elapsed before 
Du Pont knew whether or not its ny- 
lon research would pay off. 

Was all of this directed to other big 
companies? Was it done to drive the 
little fellow out of existence? No, many 
Small Businesses have profited from the 
capital and technical resources which 
made nylon possible. 

We make nylon yarn and sell it to 
whoever will buy. Your wife buys, let 
us say, a nylon blouse. Between the 
sale of that yarn and that blouse are 
the throwster who twists the yarn, the 
weaver who weaves it, the finisher who 
finishes and dyes it, the cutter who 


(Continued on page 22 





L. T. Alexander 


REPORTER'S NOTE: L. T. (Duke) Alexander 
is Manager of the Direct Mail Division, E. I. 
DuPont de Nemours & Co., Inc., Wilmington, 
Delaware. He is also Vice President of the 
Direct Mail Advertising Association. Duke 
has been interested in the articles by Joe 
Russakoff on the importance of helping small 
business. We asked him to write, for this 
Convention issue. his analysis of the rela- 
tionship between Big and so-called Small 
business. It may give all of you some 


sound ideas. 
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here were YOU 
on September 24, 1921° 


HAT WAS A TOUGH YEAR. On a business 

chart it looks like an end elevation of Grand 

Canyon — it was a year of depression. This 
was the time Dickie-Raymond chose to be born as 
a business. We cut our teeth on other people's sales 
and direct advertising problems when the going 
was thick. 


The things we've learned since, in both good 
times and bad, have melded into a background of 
experience in direct advertising and sales promotion 
that is somewhat uncommon. We've grown up with 
direct advertising, played a leading role in its de- 
velopment. It’s been our whole business to follow 
changes in strategy and technique in copy, in testing, 
in research. We set out to be experts in this very spe- 
cialized field, and we, and our clients, think we are. 


There’s nothing so satisfactory as working with 
people who know what they are doing. If your prob- 
lem is one of selling products or services to selective 
markets, you might gain a great deal from seeing 
what our 29 years’ experience could mean, as applied 
to your current problems. The basic methods which 
have proved so successful for the dozens and dozens 
of well-known companies we have served could bring 
equally good results to your business. Simply because 
you get experience instead of experiment. 


If you would like to know more about Dickie- 
Raymond — how we operate, what we do, our low- 
cost fee plans of compensation — write on your 
business letterhead for a copy of a special booklet 
that tells about our services in detail. Or just call 
our nearest office, either in New York or Boston. 





™@ A CLIENT IS THE BEST CRITIC... 


"For many years, direct advertising has 
been an indispensable support for Pitney— 
Bowes sales representatives, increasing 
their productivity in a most tangible 
way. For over 16 years Dickie—Raymond 
has worked with us in both counseling and 
creative capacities in sales promotion 
and direct advertising, an association 
that proved profitable for Pitney—Bowes 
from the very beginning." 


Datuich (Pyrus, fh 


FREDERICK Bowes, Jr. 
Manager, Advertising & Public Relations 
Pitney -Bowes, INC. 





Typical Firms Served by Dickie-Raymond 
*5 years or more **1o years or more *** 
AIR EXPRESS DIVISION—RAILWAY EXPRESS AGENCY, INC.** 
AIR TRANSPORT ASSOCIATION OF AMERICA 
AMERICAN AIRLINES, INC.*** 
AMERICAN OPTICAL COMPANY 
THE BRUNSWICK - BALKE-COLLENDER COMPANY 
CURTIS 1000, INC. 
INTERCHEMICAL CORPORATION, TEXTILE COLORS DIVISION 
THE KIPLINGER WASHINGTON AGENCY * ** 
THE NATIONAL SHAWMUT BANK OF BOSTON*® 
PAN AMERICAN-GRACE AIRWAYS, INC. 
PAN AMERICAN WORLD AIRWAYS, INC. 
PANTEX MANUFACTURING CORPORATION* 
PITNEY - BOWES, INC. *** 
PLYMOUTH CORDAGE COMPANY * 
SYLVANIA ELECTRIC PRODUCTS INC.** 
TUNG-SOL LAMP WORKS, INC. 
THE WALL STREET JOURNAL** 
UNITED STATES ENVELOPE COMPANY *** 
WILLIAM ZINSSER & CO., INC. 
ZURICH GENERAL ACCIDENT & LIABILITY INSURANCE CO. LTD. 


90% Client Renewal Year After Year 


I5 years or more 





There's Only One | Vickie- Raymond 


Merchandising and Sales Promotion Counsel, Direct Advertising 


521 Firrx Avenuz, New York 17 - 80 Broan Srreet, Boston 10 


MUrray Hill 7-3360 


HAncock 6-3 360 











SAVE TIME 
AND MONEY! 
TIE BUNDLES 
AND PACKAGES 
THE EASY WAY 

WITH THE FAMOUS 

SAXMAYER 

NO. 6 TYING 

MACHINE! 





Latest addition to the SAXMAYER 
line is this highly efficient general 
purpose machine especially suited 
for tying such things as mail in 
direct mail departments. Using 
either twine or tape, it ties all 
shapes and sizes of packages up 
to 6 inches high. Attractively 
finished in enamel with white 
porcelain top. Legs furnished at 
slight additional cost. 

Whatever your tying problem 
there’s a SAXMAYER to meet 
your requirements. Write for il- 
lustrated folder describing 20 
standard SAXMAYER Models 
serving over 100 different in- 
dustries. 


DEPT. A 


NATIONAL, 


BUNDLE TYER COMPANY 


Blissfield, 
Michigan 














makes the garment, and the retail 
store that sells it. For the most part 
those are Small Businesses They need 
us: we need them. We thrive together 
by virtue of a cooperative relationship. 
Perhaps it can be stated quantitatively. 
Your wife pays about $1.50 for her ny- 
lon stockings. We get about 10¢ for 
the yarn that goes into them, and the 
difference represents the contribution, 
the opportunity, and the profit of the 
many Small Businesses that lie between 
us and the final consumer. 


Had we as “Big Business” the power 
and the desire—which we do not,— 
to swallow these Small Businesses or to 
drive them out of existence, we would 
indeed be killing the goose that lays 
the golden egg. 


Nylon hose is known to practically 
every woman in the United States. Du 
Pont makes the nylon yarn but leaves 
it up to others to make the hosiery. A 
pair of hose made of nylon is the pro- 
duct of scores of businesses, large and 
small. After nylon leaves our plant it 
has to be “thrown,” knitted, pre-board- 
ed, dyed, packaged and sold in the 
retail stores. More that 128,000 people 
are now employed in the hundreds of 
firms that produce hosiery, most of 
them working for Little Businesses 
whose employment ranges from a 
score or more to several hundred people. 


This is another striking example of 
what a large concern’s development can 
mean to Small Businesses in this coun- 
try. Ask any woman what she thinks 
of nylon hosiery and you will get an 
answer which will prove conclu- 
sively the value of the combined efforts 
of Big and Little Businesses. 


As another example of the relation- 
ship and importance of Small and 
Large Business, let’s consider another 
Du Pont product—rayon. 


When a four pound cone of rayon is 
shipped out of a Du Pont rayon plant 
it could possibly come back to that 
same town, and be purchased by the 
employee working on it, in the form of 
an attractive street dress. In the in- 
terval between the time the yarn left 
the machine and the day the employee 
bought the frock, ten different business- 
es in five different states combined their 
creative, productive and sales efforts to 
produce the garment. One of the firms, 
aside from Du Pont, was fairly large, 
employing 1,300 people. The others, 
employing from | to 220 people, were 
representative of thousands of Small 
Business enterprises throughout the na- 
tion. 


The rayon industry typifies American 
business today—an industrial team 
made up of units of all types and sizes. 
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There are 15 U. S. firms producing 
rayon yarn. They serve annroximately 
150 weaving mills, employing 112.000 
people. The industry includes 575 ray- 
on converters, mostly small firms. It 
has 585 dyeing and finishing firms. 
Rayon cloth is made into finished gar- 
ments by 3,500 companies, employing 
425,000 workers, and these are sold 
through 9,000 retail outlets having a 
total of 500,000 employees. 

The result is a pyramid of more than 
13,000 separate business enterprises of 
all ranges of size, each element inter- 
locking with the others, with a total 
employment of more than a_ million 
workers. The Big Business elements 
of this pyramid could not exist with- 
out the thousands of Smaller Businesses 
to process their products for public con- 
sumption. Ccnversely, thousands of 
the smaller units could not exist as they 
do today if each had to make its own 
rayon yarn or other products which 
can now be developed and produced at 
a low cost only on a Big-Business-Basis. 

Let me quote from a speech our 
president, Crawford H. Greenewalt 
made before the National Press Club 
on September 29, last year. “No little 
business could compete with us in ny- 
lon for the reason that no such business 
could bring together the capital and 
technical resources required for an ef- 
ficient producing unit. We, on the 
other hand, have no interest in compet- 
ing in spheres where we can make no 
substantial technical contribution, and 
there are many activities, particularly 
in fields of marketing and distribution, 
that Smail Businesses can do better than 
we. It is, in addition, essential for us 
to pursue a cooperative relationship 
with those Small Businesses since they 
are the suppliers of our raw materials* 
and the primary consumers of our 
finished products.” 

There need be no confusion nor issue 
on the subject of Big Business. Usually 
you read a headline like “Big Business 
vs Little Business” as if the two were 
in a boxing ring squaring off against 
each other. Let’s discard this outmod- 
ed practice and use as our titles and 
headlines “Big Business” and “Little 
Business.” Let’s stop trying to publi- 
cize them as incompatible and antago- 
nistic and instead bill them as an eco- 
nomic demonstration to show the value, 
merits and interdependence of each on 
the other. 

Both Big Business and Small Busi- 
ness have their rightful place in our 
economy and there is room for expan- 
sion in both. 


*During 1949 Du Pont’s purchases totaled 
392 million dollars. More than 80% of the 
firms supplying Du Pont are Small Businesses. 
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Reporter's Note: 


Buzz Benton operates the Benton Business Bureau 


at 18 Court Street, Morristown, N. J. On July 22nd he wrote us 


a letter about a number of things . 


. but part of it gave us 


a wonderful lift here in The Reporter office. We'll have to print 
that part as a preface to what follows. For we immediately 
wrote to Buzz and asked him to give us an article for this con- 


vention issue. 


read “Make Mine Country Style. 


If you'd like to do business in the country 


Make Mine Country Style 


By Brantrorp B. (“Buzz”) Benton 


Read Buzz’ Letter First ... 


Here’s a little testimonial for what direct 
mail can and will do for anyone willing to do 
a bit of digging: 

I came home from the last fracas shot up, 
hurt. sick, neurotic and scheduled for a 
hospital. While waiting for a bus at Morris- 
town for the final seven-mile leg of my 
journey back home to Bernardsville, I rented 
a small office. That was December 4, 1945. 
The following morning I went to work. De- 
liberately. Work therapy—to lose my own 
troubles by worrving about other people's 
business headaches. 

Henry, it has worked. 

Now, 4!4 years later, the B’s staff numbers 
seven. We own our own four-story B-hive. 
Enjoy a 3-CD.&B. credit rating, a pretty fair 
reputation as “that outfit out in the sticks who 
will try anything . . . and usually make it 
work.” We've won formal recognition for 
time and space in radio, all state newspapers, 
and national magazines in all classes. Our 
direct mail has flourished through cooperation 
with our fellow-workers to the extent that 
postmasters thruout our area are our best 
salesmen. We've earned nice D.M. accounts 
with Jantzen Foundations, Oppenheim-Collins, 
J. K. Smit, etc. . . . yet we've never used a 
flesh-and-blood salesman . . . only direct mail, 
service and dependability. 

It hasn’t been easy, Henry. And it still 
isn't. Don’t think it ever will be. No 
reason, in fact, why it should be. 

We neither buy nor sell on a price basis. 
Our attitude is that the customer usually is 
NOT right, and realizes it . . . but rather 
that is whv he comes to us for sincere advice 
and honest service. It’s up to us to be right. 
That's our business. 

Our volume is comparatively small and we 
have no illusions about setting the world on 
fire. However, we have well-balanced ser- 
vices built around the specific needs of our 
particular area. Therefore, we operate, in 
limited degrees, in all media; have separate 
but coordinated departments for Counsel, 
Copy, Artwork, Production, and Distribution. 

Working in the country has many compensa- 
tions, but one of its penalties is that you must 
be prepared to be all things to all men. 
Pretty much a self-sustaining unit. 

Since the old mimeograph-in-the-attic days, 
however, our main reputation always has been 
in Direct Mail and, while our little staff and 
I read everything on the subject as fast as 
it's published, our basic Bible is, was and 
always will be “The Reporter”! 

Your “Reporter” is our Silent Partner 
Just keep rollin’ along! 


You'll get paid in pennies for the 
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same sweat that generates dollars for 
your urban contemporaries . . . 50°% of 
your creative time will be spent indoc- 
trinating your prospective clients . . 
you'll have to produce competitive re- 
sults on threadbare budgets against the 
best of big business talent and resources 
... you'll have no reservoir for trained 
personnel . you'll be terrifically re- 
tarded by lack of quick and convenient 
allied graphic arts services . . . and not 
a soul in town will ever understand just 
what you do for a living. 

But. never-the-less . . . 

YOU join the commuter’s daily rat 
race . . . YOU worry about the big 
client who keeps you top-heavy with 
fear... YOU use names and numbers 
instead of faces and handshakes for 
your client relationships . . . YOU 
sweat out the summer office routine 
and fight your way home in the winter 
darkness . . . YOU bask in the reflec- 
ted glory of your boss’s plush office and 
the synthetic glamour of the big names 
you serve. 

As for me—just make mine Country 
Style! 

If your ambitions run to quality and 
enjoyment rather than to size and 
ulcers, you might find what you’ve been 
looking for just over that next ridge of 
hills, out in the country. 

But even today you'll find it pioneer- 
ing, without many trails to follow. 
Won't be easy. Never will be. In fact, 
the war, with its seller’s market, com- 
pletely throttled the advertising acumen 
of the country gentry whom you'll find 
view advertising as a necessary evil 
associated with painful costs—a useless 
and bottomless financial flush toilet. 

Your major problems will be: 

1. Converting prejudiced misconcep- 
tions, born of gadgetry and neurotic 
fear space in ineffective local weeklies, 
into organized well-balanced extended 
programs that will net profits instead of 
compounded losses. 


























This will take time. And the first 
venturesome decisions to trust you on 
such a “gamble” will be made from 
your local conduct, community  ser- 
vices, the way you dress, the car you 
drive, what and how you drink—rather 
than whether or not you know a dam- 
ned thing about your business. 

2. You'll have a helluva time getting 
paid for your counsel and creative ser- 
vices. You'll be competitively priced 
against production costs only, regard- 
less of the amount of creative services 
rendered. 

This will ease off in time. Time 
marked by transition from many little 
accounts to fewer accounts of increased 
value and higher standards. Standards 
which you will enjoy the thrill of build- 
ing. 

3. You will need to be all things to 
all men. Precisely to the small-town 
business man what the rura! medical 
general practitioner used to be to the 
country family. 

This means you learn THOROUGH- 
LY the comparative values, advantages 
and economies in all classifications of 
graphic arts production and distri- 
bution—as well as the normal routines 
of copywriting, planning, scheduling, 
space and time buying, display, custo- 
mer relations, personnel training, and 
basic business efficiencies. 

This is mandatory. The _highly- 
valued urban agency specialist will 
fall flat on his financial fanny in the 
country! You must develop a complete 
self-sustaining unit, competent to serve 
your clients in every conceivable man- 


(Continued on page 24) 











THERE’S MORE TO THIS 
THAN GREETS THE EYE! 


For half a year now, we’ve been 
bombarding you, in this series of adver- 
tisements, with testimonials from a list 
of enthusiastic clients for whom we have 
handled a variety of Direct-Mail jobs, 
from the smallest and simplest to the 
largest and most complex. We quoted— 
with permission of course—the forth- 
right and flattering opinions of some of 
the country’s most experienced Direct- 
Mail users. 


But like the iceberg, seven-eighths of 
which lies beneath the surface of the 
water, we’ve been able to show you only 
a tiny fraction of the whole. Because, for 
every client who has cooperated in this 
campaign, there are scores about whom 
we have not told you ... in practically 
every branch of business and industry... 
from the little fellows who take an occa- 
sional pot-shot through the mails, to the 
giants who lay down the heavy barrages 
that run into tens of millions of pieces 
every year. 


This ad is the last of the current series. 
We’ve enjoyed writing all of them at 
least as much as we think you may have 
enjoyed reading them. But entertain- 
ment ... either for you or for us... was 
not the sole or even the major purpose 
of the series. We hoped, at the outset, to 
convince you that the fast, accurate and 
dependable services of Circulation Asso- 
ciates can play an important part in all 
of your Direct-Mail plans. 
Could anything be blunter . . . or more 
honest ... than that? 


Reprints of this entire series 
are available in a specially 
prepared brochure called 
“TWO SOFT-BOILED EGGS 
... AND A KIND WORD!” 
Write for it today. No obliga- 
tion, of course! 


CIRCULATION ASSOCIATES 


Circulation Fulfillment * List Compilation And Main- 
tenance * Stencil Cutting * Triple-Head Multigraphing 
© Offset Lithography « Letter Press Printing « 

* Addressing * Mailing * Complete Mail Campaigns ¢ 


1745 Broadway * NEW YORK 19, N. Y. 


ner allied to his selling. Not only to 
see that customers or dealers are di- 
rected to his place. In fact, you'll find 
that is easy, because you'll have little 
organized or competent local competi- 
tion in your advertising efforts. 

However, you may have to design 
and maintain your client’s window and 
counter displays, hold retail sales train- 
ing classes for his clerks, check his 
billing and adjustment correspondence, 
the appearance of his trucks, the uni- 
forms and courtesy of his delivery per- 
sonnel, the design of his stationery, 
the desk arrangement and accessibility 
of his key people, the community re- 
lations of his employees. And on and 
on... And if you charge at all, you'll 
be lucky to get paid for any of this 
counselling. During the first five 
years you'll have to make it up by in- 
creased volume of the production as- 
signments resulting from your creative 
selling. 

4. You'll have one grand headache 
getting agency recognition. The lads 
on Lexington Avenue will run you 
ragged. 

Personally visit the editors of your 
local weeklies. Explain your position. 
They'll be suspicious at first but will 
give you a chance to prove yourself. 
The radio, trade and class publications 
will do the same, if you protect your 
credit rating. Direct Mail, of course, 
still operates as a democracy. Patience 
and cooperation with the rural post- 
masters will pay off and_ event- 
ually will develov them into a potent 
volunteer sales force for you. Little 
thines like distributing your postage 
purchases and bundling according to 
rural routes will help more than you 
realize. 

As for the big magazines. Don’t 
worry about them. They'll stone you 
to death—until vou latch on to a strong 
account for whom your predecessor 
nlaced space with them. Then it will 
be vour turn to lower the boom on 
‘em!— Your recognition will be auto- 
matic. 

5. Realize that, in serving all needs, 
you must depend upon the cooperation 
of all allied tradesmen and craftsmen. 
Adopt the attitude that you compete 
against no one. Rather, you cooperate 
with everyone. You'll be amazed how 
well you sleep nights. 

Don’t duplicate equipment and ser- 
vices already locally available. Rather, 
pitch your work to those sources on a 
clean. net profit commission basis. Then 
use your money for equipment and 
services which you and the other 
sources also need—and get their recip- 
rocal assignments also! In this wav vou 
can give your clients the complete, 
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packaged services which normally are 
lacking in the country. 

6. Remember, you must be a model 
of all that you preach. 

You must have neat correspondence, 
attractive stationery and packaging, 
progressive stuffers, clean offices and 
modern facilities. Not just as good. 
Always just a little better—a little ahead 
of the clients you’re trying to lead. 

7. Learn to distinguish between the 
“small” business-man, and the “small- 
business” man. 

You don’t need amplification of this. 
But think it through. 

8. From the very beginning, buy and 
sell quality only not price. 

This doesn’t mean extravagance. 
Even a humble mimeograph flyer for 
a small local retailer should carry the 
same skill in layout, the same selling 
message, and the same sales and insti- 
tutional psychology as the beautiful 
full-color job done by a national dis- 
tributor. 

9. Sell repetition and continuity rath- 
er than elaborate one-shots. Far-bet- 
ter to mail a series of 12 monthly post- 
cards to the same 500 or 1000 neighbors 
than to bang the surrounding country- 
side once! 

You'll work harder and longer, and 
net less profit. But you'll hold your 
client longer, have time to develop his 
standards, show him profits—and add 
new accounts whom he will send you. 

10. Adapt your services, equipment, 
production, distribution and personnel 
to your particular area. 

This may mean comparatively large 
space in one or two centralized news- 
papers—or small, reverse-plated space 
in ten local weeklies. It may mean a 
regular program on one centralized 
radio station, or 30-second spots on 
three or four local stations. It may 
mean sinking every penny you make 
for several years in building accurate, 
reliable local mailing lists for 20 or 30 
small neighboring communities. Okay. 
Discover what your area should have. 
Then dig in and give it to them! 

This, of course, reverses the old pre- 
mise that, “The customer is always 
right.” The hell he is! If he were, you 
wouldn’t be interviewing him now. 
But, brother, YOU'D better be right— 
that’s your business! And if you aren’t 
you'd better rush back to the city and 
hide behind your specialist’s rating! 

11. You'll get hungry at times, but 
never compromise with sincerity and 
honesty. 

I don’t know anything about heaven 
—this is simply a matter of sound bus- 
iness. If you capitulate to your client’s 
whims or hunches, or compromise by 


(Continued on page 26) 
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Unusual advertisements like 
this are constantly telling your 


customers about the 


Letterheads and bulletins take plenty of abuse in handling, 
#3 traveling and filing. Which is a mighty good reason for always 
printing them on Atlantic Bond. You'll find this strong, uniform 


" paper always gives top press results with minimum makeready and many advantages 


of Atlantic Bond. 
Watch for them 
in the pages of... 


"t stoppage. And with its sturdy, crisp copies, you are certain to make 


j : ‘ ‘ 
. a real impression on your customers — build more sales. 


r So, whenever you want a moderately-priced paper with sturdiness 
that means better printing, better specify Atlantic Bond. 


P EASTERN CORPORATION 


y BANGOR, MAINE 


The Saturday 
Evening Post 
Time 
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V V e aren’t setting 


up a soda fountain 
at the convention but 
we do have a treat 
for you. It is our 
‘‘Personalized” enve- 
lopes, the envelopes 
with ‘“‘eye-appeal”’ 
or what we have come 
to call ‘‘buy-appeal.” 
This ‘‘buy-appeal” is so necessary in direct mail adver- 
tising. We feel that we can offer you something that 
no other envelope manufacturer can, an envelope that 
is so different that it is unique. You have to see it to 
believe it. Drop around to our booth at the DMAA 
convention and get the ‘“‘treat of a lifetime.” 





upples 


envelope co.,1ne. 
360 Furman Street + Brooklyn 2, New York 





SALES OFFICES: PHILADELPHIA * BOSTON * WASHINGTON 








using his favorite niece’s artwork, or 
his wife’s favorite colors, you—and you 
all alone, by yourself—will be blamed 
when the resulting monstrosity flops! 

If the client insists (and in the coun- 
try they will—at first) on budgetary 
limitations or personal opinions which 
will jeopardize the effectiveness of your 
effort, for your own selfish sake RE- 
JECT THE JOB! 

Remember, there'll be nobody else 
to blame but you when you handle a 
blooper. You're only as good as your 
last score—so don’t swing at the bad 
ones. Strangely enough, this policy 
will bring you business, and the type 
of work you want. If you’ve got the 
guts to stick it out. 

So these are a few of the woes and 
whoopees of beating the bushes. Pro- 
bably sounds pretty dismal. But think 
of this: 

Under no circumstances (within the 
field of advertising) will your own 
character, ethics, and skills become 
such a dominant influence in the life of 
your community. 

Where else can you more enjoy the 
thrills of developing standards of qual- 
ity, and see the growth of your own 
efforts in developing profitable concepts 
in advertising efficiency? 

Where else can all these necessary 
efforts collaterally build a business of 
your own which, through its custom- 
tailored community needs will become 
a concrete buttress of personal and pro- 
fessional security? 

Where else can you start humbly 
with the small, uncertain and unknown 
account—and grow personally with it 
into a strong, confident, recognized and 
profitable enterprise? 

Where else will you see your first 
annual gross of perhaps $7,500 grow 
in four or five years to $60,000 or 
$75,000—despite rejecting half the pro- 
posals that come your way because 
they are unethical, insecure or inad- 
visable? 

Funny thing. Years ago I couldn't 
buy my way into a job with any large 
agency or company. Then the war 
taught me a few basic values. Now I 
turn down some fairly flattering offers 
every year. Guess it’s because I like 
freedom of action and independence 
of thought and decision. Or maybe 
I’ve just grown fat and lazy on my 
diet. Anyway, it’s a pretty soul-satis- 
fying diet. And you can always MAKE 
MINE COUNTRY STYLE. 


@ “ELEVEN TESTS FOR A GOOD 
BUSINESS LETTER” is title of Small 
Business Aid No. 473, just issued (avail- 
able without charge) by Department of 
Commerce, Washington 25, D. C. Out- 
lines points to bear in mind when 
preparing your business letters. 
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No sense worrying about sales letters this fall. Housewives 
are grabbing sugar off the shelves, steel’s sold out nine months 
ahead. Stop talking about improved direct mail techniques. 


Forget about “better letters.” 


You won't need them. Bosh. 


all letters are 


“"sales’’ letters 


Business needs good, effective letters 
whether we're in a butter economy, a 
gun economy, or a “gun-butter” econ- 
omy ... and Government needs good 
“direct mail” copy more than ever in 
times like these. 

Of course, we can’t be sure just 
what the “times” will be like. The 
administration apparently wants a 
“gun-butter” economy next year— 
something new under the sun—a high 
level of defense spending and a fairly 
high standard of living. 

Maybe we'll get it. Only time will 
tell. But that’s the dest we can expect. 

Still that’s a far cry from saying that 
the skilled advertising man . . . par- 
ticularly the skilled direct mail writer 

. is obsolete. 

Good letters will help the country 
roll. Good letters will help business 
readjust. And the same fundamentals 
we've been writing about .. . the things 
that make good sales letters successful 

. are just as important as ever. 

Because, all letters are “sales letters.”* 

Almost every letter you write is writ- 
ten to get someone to do something. 
(Even when you write, “O.K., here’s 
the ten-spot; quit hounding me.”) 

Perhaps you're selling something. 
Perhaps you want him to sell you .. . or 
simply to change his mind. Doesn't 
matter you're making a “sale.” 

A letter is more than a tool for “mass 
selling” ... it is a method of getting 
ideas across to the other fellow, through 
the mail. That goes for all forms of 
direct mail. 

And the ability to write good letters 
will be in demand during the coming 
months. 

So we expect to see you-who-read- 
these-lines in one of three spots next 
year at this time. In any one of them, 
you'll be writing letters “sales” 
letters. 

A. You may be at the same desk 
you're at now ... and direct mail may 
be the most important advertising your 
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business is doing. For, if the world 
situation improves, much business may 
be relatively undisturbed and the dis- 
tribution of goods—sugar ‘ shortage” 
or no—may still be a problem. 


More efficient selling will be highly 
important, and direct mail, because it 
can be closely controlled and more 
quickly changed, may be the most im- 
portant advertising your company is 
doing. 

Manpower may be shy in the sales 
department. Letters, folders and in- 
struction sheets may be taking the place 
of salesmen. Good copy will be more 
important than ever. 

B. You may be in government... 
or helping government develop an ef- 
fective defense or war effort. There, 
you'll be writing instructions or direc- 
tives. You'll be selling “ideas” 
advertising war bonds, or lard salvage, 
or the nurses’ corps. 

Government has always turned to 
advertising men for promotional ma- 
terial. Let’s hope this time that more 
of the instructions, regulations and di- 
rectives will be written by men with 
direct mail training . . . who can talk 
to people, through the printed page. 
and be understood. Rudolf Flesch 
pioneered in this work in World War 
II. His “The Art of Plain Talk”** de- 
tails some of his experiences in re- 
writing the “gobbledegook” of many 
government agencies. A typical re- 
write: 

An OPA definition read: “Ultimate con- 
sumer means a person or group of persons, 
generally constituting a domestic household. 


who purchase eggs generally at the individual 
stores of retailers or purchase and receive 


* Almost “‘all”’ business letters are sales 
letters. Naturally, those letters written 
only to agree with what has been 
asked, are not. But they're easy to 
write. 

** The Art of Plain Talk (and _ the 
companion “The Art of Readable Writ- 
ing”) Flesch. Harper & Brothers. 


by 
john and bill yeck 





deliveries of eggs at the place of abode ot 
the individual or domestic household from 
producers or retail route sellers and who 
use such eggs for their consumption as food.” 

Flesch re-wrote this to say—just as effec- 
tively—“Ultimate consumers are people who 
buy eggs to eat them.” 

But, Flesch re-wrote. What the gov- 
ernment needs, of course, are writers 
who can write “plain talk” in the 
first place. 

Thousands upon thousands of hours 
were wasted during World War II 
while confused business men and hon- 
est, but bewildered, citizens tried to 
understand what it was their govern- 
ment was ordering or asking them to 
do. That. same time, spent on war 
work could probably have equipped a 
regiment. It certainly could have won 
the war sooner. 


We're serious about that. Govern- 
ment regulations that take an extra 
hour to understand, an extra man to 
interpret, a “Flesch” re-writing to re- 
duce confusion, are sabotage .. . even if 
loyal Americans wrote them. 


As Tue Reporter has pointed out, 
the Treasury is now using more and 
more direct mail to take the savings 
bond issue to the people. Other gov- 
ernment agencies will surely use more 
“direct mail” or “plain talk” copy to 
get ideas across, to persuade, to direct 
and to announce understandable regu- 
lations. 


C. Perhaps your company will 
switch to defense work . . . either as 
a prime contractor or sub-contractor. 
If so, there'll probably be more different 
letters written than there are now. 
The postage bill may be lighter . 
there'll be fewer 100,000 mailings .. . 
but instead of one skilled advertising 
man writing one letter for a mass mail- 
ing, 100 unskilled letter writers will be 


writing ten letters a day. Some of 
them pretty bad. 
Purchasing agents, _ traditionally. 


aren't trained to write persuasive letters. 


(Continued on page 28) 
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But the success of your company may 
depend upon the type of letter your 
purchasing agent writes to a source of 
supply. Personnel managers may need 
help with copy. Even the sales man- 
ager (who may again be called a “sales 
engineer”) might be able to sell the 
output of your plant with one or two 
mailings to prime contractors. 

These people need to be reminded 
that all letters are sales letters 
whether they answer complaints, ex- 
plain working conditions to new em- 
ployees, ask for a larger allotment or 
“straighten out misunderstandings” 
they are all written to get people to do 
things. 

And the rules for sales letters apply. 

In many cases you'll help write these 
letters. The advertising department 
is a department of technicians 
trained to write copy that will get 
peovle to act. In normal times it works 
with the sales department. but there’s 
no reason why it shouldn’t work with 
other departments when the need is 
there. 

Still, you can’t write all those letters. 
There won’t be enough of “you” to 
go around. 

“Let’s assume that your boss knows 
this. He asks for expert help on the 
VIP letters. He also realizes that every 
letter written from the company is im- 
portant if only from a public relations 
noint of view . it zs the company as 
far as the reader is concerned 

So he says. “You're the exnert. Write 
up some instructions for these novice 
letter writers around here. Smarten 
them up. Tell them the secrets of 
good copy. Help them write letters 
that get things done.” 

Where would you start? 


You might order a few books. There 
are dandy books on the subject of 
good letter writing. Earle Buck- 
ley’s*** is very good. Sherman 
Perry**** of Armco has another. There 
are plenty more. Most of them good. 

Trouble is, these lugs you're facing 
won't read a book. Especially a book on 
how to write letters. They “know 
what’s in it” (even without opening 
it). They figure it’s full of grammar 
(which they've gone through once 
without being touched); lists of 
“words most frequently misspelled” 
(which they’re willing to let their sec- 
retary learn) and instructions about 
not using “Yours of the 15th inst. re- 
ceived and contents noted” (which they 
don’t use anyhow). The books are 
good, but not for people who won't 
read them. 

So books—for the whole crowd— 
are out. 

It won’t hurt you to buy a couple 


. and after awhile, when some of 
the other letter writers become inter- 
ested in writing “better letters,” they'll 
want to read the books. A letter im- 
provement service like Cy  Frail- 
ey’s***** will help them, too, by re- 
minding them of the best ways to do it. 

But—at the beginning—the books 
can be too technical and the services 
too slow. Let’s suggest instead that 
you pull up your typewriter and knock 
out a few basic fundamentals like this: 

IF YOU’RE GOING TO WRITE 

LETTERS, MAKE ’EM GOOD. 

Most of the time when you write 
letters, you want to get somebody to 
do something. When you write on 
company stationery, you also represent 
this company. 

If, as the result of your letter, the 
other fellow does what you want him 
to do—and has as good an opinion of 
the company as he had before—you’ve 
written a good letter. 

If you think you might be able to 
write better letters than you’re writing 
now, here are a few reminders to 
check over. 

AIM FOR THE BULLSEYE. Be- 
fore you start to write, be sure vou 
know exactly what you want the other 
fellow to do. Know every point you’re 
goine to cover. 

While you’re writing the letter, don’t 
ramble. Stick to your knitting. You 
may cover a lot of territorv before 
vou get to your point. That's O.K. 
Just make sure that you don’t confuse 
the reader by getting off the track. 

After you've finished, read the letter 
over. Make sure you gave him all 
the facts he needs to decide to do what 
you want him to do. Then be sure 
you've asked him to do it. 

If your main point isn’t perfectly 
clear, do it over. 

It’s much better to spend a few 
minutes having the letter re-typed than 
it is to spend days waiting for the 
wrong answer. 

If you expect your reader to file your 
letter for future reference, don’t cover 
a lot of different subjects. Make it 
easy for him to file—and find. 

2. KEEP IT CLEAR—EASY TO 
READ. 

Most people can’t write letters that 
“read easy.” Sometimes that’s because 
they haven’t thought their idea clear 
through. What they want to say is a 
little fuzzy. so their sentences get in- 
volved . . . hard to follow. More often 
it’s because of the words and phrases 
they use. They use words or expres- 


*** How To Write Better Business Letters; 
Buckley: McGraw-Hill, New York. 
**** Let's Write Better Letters; Perry: Arm- 
co Corp., Middletown, Ohio. 
***** Dartnell Corporation. Chicago. 
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sions with two meanings. They write 
one idea; the reader gets a different 
one. 
To make your letters “read easy”: 
a) Use simple, declarative sentences. 
Put the subject first, the verb next 
and the object last. Don’t say: 
“Our product has been accorded 
general acceptance throughout the 
industry.” Say: “Most buyers like 
it.” 
Everybody knows what that first 
sentence means, but the second 
sentence reads easier; hits harder; 
stays with the reader longer. 
b) Use “active” verbs. 
The easiest way to improve a hard- 
to-read letter is to put all the verbs 
in the active voice. Change “It is 
set forth in our guarantee that 
” to “Our guarantee says .. .” 
Put action in the letter wherever 
you can. 


c) Don’t be fancy—say it straight. 
High-falutin’ words and phrases 
don’t help. Some people think 
the use of long, technical words 
makes them sound well educated. 
Usually it’s the other way around. 
Plain talk gets results. Fancy 
writing satishes only the writer. 

d) Be Brief. 


That is, be concise. Don’t leave 
anything out. Your letter can 
be five pages long and still be 
“brief.” 

After the letter is written, look at 
it again. Is each sentence clear? Does 
one paragraph follow the other logi- 
cally—or have you skipped something? 
Is it clear what you want the reader to 
do? 

Most important of all, have you used 
words which the reader may not easily 
understand? Do any of vour words 
have technical meanings? (“Cut” 
means one thing to a printer . . . some- 
thing entirely different to a butcher, 
a movie cameraman. a surveyor, a 
labor leader, etc. etc.). 

Remember, if your letter isn’t clearly 
understood, it was a waste of time to 
write it. Grammar was invented for 
the purpose of making things clear. 
If what you think is correct grammar 
confuses the issue, dump the rules 
overboard and make the meaning clear. 
If incorrect grammar doesn’t seem ad- 
visable, re-ohrase the whole thought. . . . 
but don’t let grammar get in the way 
of clearness. 


3. BE FRIENDLY . 


School teachers talk about “Business 
letters” and “Friendly letters.” Sounds 
like business letters aren’t supposed to 
be friendly. That’s wrong. Your let- 
ters should make friends for the com- 

(Continued on page 30) 
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to deliver your catalog safely — 


to package a new product — 


When you need envelopes of any kind, 


for any purpose... . 
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HECO ENVELOPE COMPANY 
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There’s a best way to produce 
direct mail... 

MASA members study the best, 
most effective, ways of produc- 
tion; support research and fact 
finding; share knowledge of im- 
proved methods. Their object is 
better results for you. When you 
iry to “save” money with “cheap” 
production you tamper with re- 
sults. 

To check the effectiveness of your 
production source .. . 
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pany and to do that, they must be 
written in a friendly tone. 

Does this mean you should w.te as 
you talk? Well, just about. There is 
a slight difference (you can use in- 
flection in your voice and you can 
“smile when you say that,” in talking. 
The written word is briefer, more di- 
rect. That’s about all.) . but the 
words and phrases you use in talking 
to the fellow at the next desk will do 
if you know the man you are writing 

and you write to a stranger as 
you would talk to him. 


Don’t be afraid of contractions— 


like “we'll; you'll; wouldn't.” Don’t 
be overly afraid of “slang.” In the 
first place, it probably isn’t “slang.” 
Chances are Shakespeare used it three 
hundred years ago. Everyday lunch- 
table English makes your _ letter 
friendly. 


Just be sure it isn’t vulgar or profane. 
4. MAKE "EM WANT TO. 
Dale Carnegie (and perhaps a dozen 


others) has said: ““There’s only one way 
to get anybody to do anything 












Turn lower 
tab up under 
Self-Seal flap 








PAS 


= 
Pass one dry A= 


encra | ae 


HI Ss 

















<=> 


V 


UNITED STATES 


psutacr, 





$ 
3 
3 3 





“We'll boost returns with | 
SELF-SEAL Cxevelofes 






Your prospect is ready to “send check or 
mone; order in the enclosed envelope . . .” 
He looks at the envelope: “A SELF-SEAL ... 
no licking required . . . that’s considerate of 
them... OK!” 

Every little thing counts in Direct Mail 
and Mail Order Advertising. And it doesn’t 
take much of a boost in returns to justify the 
use of a 634 Self-Seal return envelope. Test 
it on your next mailing: half your usual style 
and half SELF-SEAL. 


Self-Seal° Business Envelopes 


Your Secretary will go for SELF-SEAL 
Commercial Envelopes for regular corre- 
spondence. Ask your printer or paper mer- 
chant for samples, or write direct to us. 


ENVELOPE COMPANY 


(\, General Offices: SPRINGFIELD 2, MASSACHUSETTS 
AF DIVISIONS FROM COAST TO COAST 
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that is by making the other person 
want to do it.” 

You'll get people to do things for 
you only when you show them clearly 
that it’s to their advantage to do it. 

So always write your letter from 
the other fellow’s point of view. Say 
the things he'd like to hear. Talk 
about his problems. 

Substitute “you” for “we” in your 
letters. Not the words themselves 
necessarily (“You will be happy to 
know that our company is 90 years 
old” is no better than “We have been 
in business 90 years” and “We 
think you are absolutely right” is a 
perfectly satisfactory way to say it)— 
the idea is to point out the benefits to 
the reader. The thing you are sub- 
stituting is not a word (“you”) but a 
point of view. You must write the 
letter with the other fellow’s interest 
at heart. 

Once he sees that he will get some- 
thing by doing what you ask—even 
if it’s only your good-will—your reader 
will want to do it. 

And your letter’s a success 
you've written a good letter. 


You may want to add others . . . or 
chanve some of the suggestions above. 
You'll want to put in examples that 
fit your business. But steer clear of 
technical suggestions like “lists of 
words frequently misspelled” and “be- 
ware of double-negatives.” Stick to 
fundamentals, the most important of 
which are: 


Plan it . aim for the bull’s-eye. 
Make it understandable . . . easy-to- 
read. 


Keep it human... Be Friendly. 
Look at things from the reader’s side 
. . . Make ’em want to. 

But go to it. Whatever your job is 
in the months ahead—selling, directing 
or instructing—make letters and _per- 
suasion-by-mail an extension of your 
personality. Attack each problem as 
a “sales” problem and write every 
letter as a “sales” letter. 
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Leading Features 

918 pages 

136 in color 

1,000 subjects 

50 authors 

156 articles, charts 
144,000 type combinations 
1,000 four-color combination colors 
196 paper and process samples 
659 illustrations 

190 pages of inserts 

500 new processes, procedures 
900 types in copyfitting tables 
1,500 paper estimating answers 
300 old-fashioned type faces 

8.480 plate estimating answers 
3.640 postal facts 

70 paper specifications 

215 trade customs 

300 press specifications 
Photoengraving scale illustrated 
Copy preparation data 

Analysis of all printing processes 
Leading Graphic Arts Designers 
Lester Beall 

Leslie Gill 

E. MeNight Kauffer 
Gyorgy Kepes 

Leo Lionni 

Alvin Lustig 

Paul Rand 
Alexander Ross 

Ben Somoroff 

Saul Steinberg 
Ladislav Sutnar 
Bradbury Thompson 
Rolf Tietgens 


Renowned Modern Artists 
Pablo Picasso 

Piet Mondrian 
Max Ernst 
Fernand Leger 
Joan Miro 

Paul Klee 

Pierre Roy 

Giorgio de Chirico 
Christian Berard 
jen Shahn 

Willem de Kooning 


Topflight Illustrators 






Albert Dorne 
Stevan Dohanos 
Norman Rockwell 
John Atherton 
Ben Stahl 

Peter Helck 
Fred Ludekens 
Al Parker 

Jon Whitcomb 
Robert Fawcett 
Harold Von Schmidt * 
Gilbert Bundy 
Austin Briggs 








Outstanding Photographers 


Andreas Feininger 
Erwin Blumenfeld 
Andre Kertesz 
Joseph Breitenbach 
Rerenice Abbott 
Frank Scherschel 

s P. Reves-Biro 66 ° 

—— A thing of beauty from cover to cover. 

Ralph Crane a ‘. ‘i * fe 99 
Peter Stackpole o An inspiration to every direct mail user and producer. 
Clarence John Laughlin 


New Processes, Methods, Procedures 





' — The new Ninth Edition of the 
ferroplanics 


Magnet type ° ° 
ink sotopes Graphic Arts Production Yearbook 
Xerography 

McCorquodale process 





Magnesium plates me 
Fairchild pBocenietl is out—designed by Bradbury Thompson, 
Fotosetter named “the outstanding art director of 1950” 
Kromekote by the National Society of Art Directors. 
Colotone : 
Flexichrome “Super, terrific, and everything else 
Benzidine yellow : ° . 
Perry process we've said about it in past issues. 
: = 9 . ee » > ee 
Potter-Cushing-Pitman preproofing Your library is incomplete without it. Colton Press, Inc., Publishers 
Photoelectric cell in graphic arts —Henry Hoke in | 468 Fourth Avenue, New York 16, N. Y. 





Resin bonding of paper 


> oe _ . aonten . 
Bimetallic plates Reporter of Direct Mail Advertising Please send to the undersigned, 


Production Yearbook 


Brunak process “A 1] ‘| de . — _ ort 
Copper colorimeter An all-inclusive course in everything worth 
Ektacolor knowing about graphic arts practices. Enclosed check, or money order, for $15 
Electronic color separating —Crattsmen’s News CERIN < 
ATF-Hadego photocompositor . ft: 52 as Please send book postfree. 
Mechanical silk screening “Wonderful treatise on production.” a lr ee Pee rea 
Rotofoto Dosnsove’ Ink TT | FhREECAREORSTEREOROLSE SSP EDCSRIOO AOS 
Ultrafax sp Ee Cee re ineendes senses 
DSJ Vari-typer or . - " . * 
Marginator The accepted Bible of the Graphic Arts. Oy eee yee rer ee saweeed Teer ery. cake 
—American Printer a 
City, ZOME, STATO... cree eee ee rere eerereeeeeees 








On the 
ART 


Being 
Kind 


This Convention issue of The Re- 
PORTER gives us a good excuse for mak- 
ing an unusual report of a little discuss- 
ed form of letter writing. The tech- 
nique used by the late, beloved Charlie 
Wiers of Philadelphia . . . but used by 
so few. 

Gary Moore, on his popular television 
show, has a heart-warming last line. 
Changing quickly from comedy, he says 
nearly prayerfully, “Let’s be kind 
to each other”. And that is what the 
world needs. More kind words. More 
letters with kindness in them. 

So for this report... we have induced 
another Philadelphian to share his se- 
crets. Roland Ullman is head of the 
Roland G. E. Ullman Organization, 
Inc., Jefferson Building, Philadelphia 7, 
Pa. Roland has had a lifetime hobby 
of sending unexpected and perhaps un- 
necessary “word-flowers” to people who 
don’t expect them and therefore ap- 
preciate them so much. 

In releasing some of his personal 
letters to The Reporter... here’s what 
Roland has to add: 

“Recently I asked an old client what 
had moved him to give me his adver- 
tising account back in the days of the 
Depression when competition was keen 
and often ruthless. 

“*You may remember that our older 
boy died about that time,’ he replied. 
‘Well, your prompt letter was so full 
of understanding, so sincere, that it 
made the situation a little easier for 
both Mrs. M. and me.’ He paused a 
moment searching his memory, then 
resumed, “You remember I wrote at 
the time something to the effect that I'd 
give anything to be able to write that 
kind of letter and so effectively. I told 
Mrs. M. what I had written you and 














in Memoriam .. . 


The material for this article was 
eriginally intended for the 1949 
Convention issue of THE REPORT- 
ER ... but it arrived too late. So 
we held it for this year. When we 
wrote to Roland for his picture 
. » » we were shocked to learn 
that he had passed away last 
December. His business is being 
carried along by his two capable 
sons. We print this article as a 
memorial to a very friendly fellow 
who made many people happy. 
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she spoke up, “That’s the man to whom 
you snould give your account.’ ” 

“Most business men have to write 
letters covering births, deaths, mar- 
riages and a variety ot otner personal 
matters in the famuties of their clients, 
customers, prospects and business ac- 
quaintances. 

“My client’s answer suggests that a 
few such letters “on the personal side’ 
might be ot interest and even helpful to 
many of your readers. So | am releas- 
ing some to you. 

“The range of topics covers:— bread- 
and-butter and “bon voyage” notes; con- 
dolence and births; illness and con- 
valescence; birthdays and anniversaries; 
tardiness excuse or explanation; thank- 
you’s for books, flowers, attentions; 
congratulations on achievements to pa- 
rents or to their children; marriage and 
even (at a father’s request) a letter of 
good counsel to his son whose marriage 
was approaching; and suggestions for 
choice of a college or of courses to take. 

“Always I have tried to match my 
letter to the personality of the recipient. 
This makes some notes slightly on the 
formal side, while others are entirely 
informal. It isn’t always easy, but is 
worth the effort. 

“Whenever I have the luck to de- 
velop a particularly good phrase, I do 
not hesitate to use it again and again. I 
am the only one who gets tired of it. 
To the reader it is new and fresh and, 
therefore, worth repeating until I can 
develop its equal or a better one. Even 
then I rotate such phrases.” 

And now . . .The Reporter gives 
you some examples of the Roland UIl- 
man type of letter, with the hope that 
they may help us all in “being kind to 
each other”. 


Combination birthday greeting and in- 
formal “acceptance with pleasure.” 
(The formal acceptance had been sent 
separately.) 


Dear Little Courtney: 


Time has been playing tricks on me, be- 
cause here you are all grown up. Tomorrow 
will be your twenty-fifth birthday and you 
are on the eve of getting married. 

It's a great event. You've reached a new 
and splendid milestone of happiness and 
you're going to find a new meaning for the 
word “together.” 

My wishes must be, and are multiplied by 
two for your happiness and Carl’s. 

It's an event I wouldn't miss. A_ special 
place in my “Avenue of Anticipation” has 
long been reserved for this occasion and, at 
the first strains of the Wedding March, I 
shall be stretching my neck and turning my 
eyes for a glimpse of the bride whom I 
remember so vividly in several scenes too far 
back for your memory to bridge. 

Perhaps the choicest of these is your per- 
fectly feminine ecstasy over your first pair 
of white buckskin shoes. They outranked 

(Continued on page 34) 
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d. h. ahrend—a complete direct mail service for nearly 60 years 





every /direct mail facility you need! 


catalogs 

a cash-register copy 

Se sales-minded art 

Ki letterpress printing 

x offset lithography 
sales letters 
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e brochures 
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list selection 
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For better direct mail results, use Ahrend. Our clients have won 
33 national awards based on results in the past five years alone. 
Our merchandising analysts and creative staff will advise you 
or plan your complete campaign. You'll save time—you'll save 
money — you will be way ahead with Ahrend — the house of 
creative thinkers and experienced craftsmen. 


58 YEARS EXPERIENCE SERVING DIVERSIFIED INDUSTRIES WELL 


d.h. ahrend co. 


333 EAST 44 STREET * NEW YORK 17, N. Y. 





come visit us during the convention — we're three blocks east of grand central 





everything else your mother had in a new 
and complete wardrobe. 

But it all makes me feel so negligent. The 
little Courtney has grown up and I haven’t 
seen her do it. At least I'll see the result at 
her loveliest and that is something to which I 
am looking forward with real pleasure. 

Meanwhile, the happiest of birthdays, 


Letter to a new born boy 
Dear Richard: 

Many great men were born in January. 
Benjamin Franklin and General MacArthur, 
just to cite two from different centuries. 

So you started things off well by showing 
good judgement in your choice of month and 
in the selection of your 
in itself, is a great accomplishment. 


parents. This last, 


Your mother was a secretary of conspicuous 
ability. while your father learned to handle 
money so well that he became a treasurer. 

With so auspicious a beginning, I can only 
health to continue a 
best things in life. 


wish you great career 
and achieve the 


I hope, too, that you will treat your parents 


with great consideration—especially during 
these long winter months when they would 
so much enjoy hibernating for eight hours 


on end, 


Yours with a warm welcome, 


To a young couple about to be married. 
Dear Betty and Ray: 
You are about to embark, so here's “bon 


!" before the gangplank is raised and 
hoisted sail. 


voyage 


you've 


Here are my personal and our collective 
good wishes for an enduring happy journey as 
you sail from port to port. 

There is infinite variety to the harbors 
you'll make—call them anniversaries, events, 
occasions, trials, experiences, attainments or 
anything you will. Some will be deep and 
calm and safe, landlocked by understanding. 
Some will be shallow and open to the storm. 
But all will be interesting and, after all, it’s 
the sailing that makes the seasoned sailor— 
not just sailing, but sailing courageously 
together: reefing, tacking, hauling, perhaps 
even bailing. 

The essential is that you do it together. 
That is what brings beauty to the journey— 
the glow and the reflection of that comradely 
word “together.” 

So here’s to you! Hoist sail! We'll wave 
you on from the shore and wish you Godspeed, 
good luck and happiness—together! 


Bon voyage letter 
Dear Sally: 

Ships! Ships! Ships! It ain’t the “eavy seas 
that make the sailors sick; it’s the roll, roll, 
roll on the wabbly, wiggly, undulating wake! 

You're putting out to sea, while I am going 
up the your uncle's 
steel scows 


river to see two of 
launched. 

Waves or no waves, I'd sooner be going 
your way than mine. 

If good wishes can do it, you'll have a 
smooth sea, fine companions and a splendid 
spring and summer. You have the good 
wishes, anyway. 





Now for a word of advice, given for purely 
selfish 

There are many charming Irishmen and 
Englishmen, but don’t let any of them per- 
suade you to change your nationality. If 
worst comes to worst, make them change 
theirs. We want you back here and not too 
long hence. 


reasons. 


And that is included in our shipload of good 
wishes. 
Cordially, 


A client asked me to write a letter of 
good counsel to his son who was about 
to be married. 


Dear John: 

Your bachelor days are nearing their end 
and you are about to pass the most important 
milestone of your life and start a tandem 
journey on the highway of happiness. 

There is one signpost that is more im- 
portant than all the others. It will guide 
you through the narrow and the rough stret- 
ches. It’s the one that reads:—“Tell her you 
love her. Tell her. Tell her.” 

It doesn’t mean, “say it once in a while,” 
it means keep on telling her—using words, 
caresses, thoughtful little deeds and all the 
common and the uncommon courtesies. 

Next in importance is the signpost that 
says:—‘“Never let yourself go to sleep angry 
or without reminding yourself that you love 
her and that little things loom big at the 
weary end of the day. Let nothing but 


(Continued on page 39) 
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finished plates. 


Litho-Krome is now used by several large national ad- 
vertisers who have recognized the startling beauty that is 
Among them; The Great Atlantic & Pacific Tea 


obtainable. 


By the new Litho-Krome color control process, basic 
color deficiencies are scientifically corrected and the litho 
artist confines hand work to idealizing and perfecting the 
There has been no color etching done on 
center spread Exh’bit “A” and Exhibit “B”. 
however, there has been a very small amount of hand work 
not obvious in the final result. 
with which outstanding work is turned out, however, attests 
the dependability of the scientific color control procedure. 


On the others, 


The speed and consistency 




















Tom Morgan Explains 


The next four pages provide a striking example of what 
is to be expected when reproducing from fine color copy by 
the new Litho-Krome color control process. This is a 
scientific lithographic procedure. The insert shows in four 
colors the three major types of color work; paintings, trans- 
parencies and direct color separations using both glossy 
finish and dull finish paper and showing the fidelity of the 
process on both types. The inks are a set of four especially 
formulated for the process. Of particular interest is the 
center spread . . . the comparison of conventional and Litho- 
Krome results achieved without hand work. 


It has been the aim of the Litho-Krome Company to 
overcome as much as possible the color deficiencies commonly 
experienced in ordinary reproductions. By conventional meth- 


ods, these deficiencies are corrected by a great deal of color 
etching and hand work which often is obvious in the final 





Company, Borden Company, Lenox China, Avco Manufacturing 
Corporation and Harris-Seybold Company. Until recently 
Litho-Krome was available only from the home plant of 
Litho-Krome Company in Columbus, Georgia. During the 
past few months fellow lithographers have become interested 
in the process and two licensees are already in production. 
Tom Morgan, President of Litho-Krome Company, has set up 
a thirteen man laboratory in which halftone positives are pre- 
pared for licensees from their original art work and color 
transparencies. It is the plan of the Litho-Krome Company to 
fcrm a Litho-Krome group which will make available this 
fine quality on a nationwide basis. 


Tom Morgan will attend the coming Direct Mail Con- 
vention to be held at the Roosevelt Hotel in New York 
October 5 and will be available to give additional information 
to advertisers who are interested in using this process. 


The three companies at present in the Litho-Krome 
group are Litho-Krome Company, Columbus, Georgia; 
National Lithograph Company, Detroit Michigan; 

The Columbus Bank Note Company, Columbus, Ohio. 


Litho-Krome Company maintains a New York Sales 
office at 110 East 42 Street, Room 715. Tel. MU9-2899 
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from STILL LIFE, DIRECT SEPARATIONS 
EXHIBIT A 


Lithographed in four colors, 133 line screen, by 
conventional procedure. There has been no hand- 
work. This method always requires considerable 
hand correction to achieve the desired result. 


DIRECT COLOR PHOTOGRAPHY BY NICKOLAS MURAY 
COURTESY McCALL’S MAGAZINE 
REPRODUCED BY LITHO-KROME CO., COLUMBUS, GA 











from STILL LIFE, DIRECT SEPARATIONS 
EXHIBIT ‘’B’’ 


Lithographed in four colors, 133 line screen, by the 
Litho-Krome color control process without benefit 
of handwork. This method requires very little 
hand correction to achieve the desired result. 


DIRECT COLOR PHOTOGRAPHY BY NICKOLAS MURAY 
COURTESY McCALL’S MAGAZINE 
REPRODUCED BY LITHO-KROME CO., COLUMBUS, GA. 








Oo RANSPARENCY 
ithographed in four colors by 
he Litho-Krome color control 
process, 133 line screen. Ekta- 
hrome color transparency by 
ictor Keppler, courtesy of 
arrington Mfg. Co., Boston 
Reproduced by Litho-Krome 
ompany, Columbus, Georgia 


The new Count Card Case 


fashioned by Farrington 


> 


trom 
COLOR PAINTING 


ithographed in four colors 
y the Litho-Krome color con 
rol process. Illustration by 
adabaugh of New Center 
tudios, Inc., courtesy of 
hrysler Division, Chrysler 
orporation, Detroit. 

Reproduced by Litho-Krome 
ompany, Columbus, Georgia 


Ihrysler New Yorker 
onvertible Coupe 
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absence interrupt the habit of a goodnight 


K1SS 

Follow that and even the grayest mornings 
horizon of sunshine. 

Even before the wedding, sit down and, 
together, work out a budget. The part that 
covers housekeeping and the feminine ward- 
robe and personal necessities, reduce to your 
pay period (weekly, semi-monthly or month- 
ly). Then turn that amount over to your 
vife every payday. She will probably show 
you new ways to save. 

I learned many things from my wife. 

So here’s to both of you going hand-in-hand 
down the highway of happiness. 

My good wishes and my blessings to you 


will have 


both, 


‘Thank You Note” 
the hospital. 


Dear Gordon:- 
It has been many days since I have been so 
engrossed and so moved by a book as I 
have by “The Big Fisherman.” 
I pleasure because 


for a book sent to 


It was a double I was 
able to share it with Mrs. Ullman. We took 
turns reading it aloud, often interrupting 
ourselves to talk over places of special interest 
or to check the story with the record in 
the New Testament. 

It was interesting, stimulating and a good 
therapeutic for a convalescent who might 
have been less patient—so important in 
getting well without the help of “The Big 
Fisherman.” 

So, it is not just my thanks, but our thanks 
which I am expressing for so discriminating 
a choice of literary tonic. 

Cordially, 
Roland 





Letter to a new born for their 
parents. 
Dear Jocelyn: 

So you've arrived into this seething world, 
a speck of humanity with shell-pink fingers 
on tiny hands that are reaching out to touch 
your mother. 

You don’t know it yet, but some day when 
older, you will watch 
wave its 


you're quite a bit 
another baby—perhaps your own 
hands in what often aimless 
fluttering movements and it will suddenly 
come over you that baby hands are exquisite 
xpressions of budding personalities. 

Your mother knows all that, and so does 
your father, but you're going to refresh their 
memories on things they've just a little bit 
forgotten in the welter of everyday duties. 

That’s one of the compensations of being 


1 second baby, you play the teacher's role 


seems to be 


in a refresher course for parents. 

here’s the heartiest of welcomes to you 
and my assurance that you really won't have 
1 hard time bringing up your parents. They're 
pretty nice folks 

A ffectionately, 
Your Uncle by dispensation 

Following-up a social get-together. 
Dear Peg and Paul: 

The most memorable June in a long time 
has nearly run through the hour glass. What 
a full and thoroughly delighful month it was 
for Eliza and me and what a part you had 
in making it so. 

It was nice seeing even a little of you at the 
Earlham Commencement. Probably you, too, 
had a nostalgic feeling Suzanne's 
happy time at college was now over. That 
feeling was intensified for you because you 
knew that a new 
and tonic meaning for her. 

After the commencement, like the 


beca use 


“home” was to have 


forty- 


SEPTEMBER 1950 





niners we drove our covered wagon westward 
to the Mississippi following a rainbow to 
Keokuk where we found a pot of gold in 
the round of hospitality, brimming with grace, 
that you and your friends had built around 
Suzanne's and Bob's wedding. 

Each day seemed to outreach the one just 
past, right through to the climax of the 
wedding so perfectly planned, so artistically 
executed to the last detail. 

And all this still remains an understatement. 

So to you both and to Sue and Bob who 
twenty-fourth anniversary for 
their wedding day, we wish your four some 
deep and lifelong happiness. 


Letter of condolence, Mr. O. was killed 
in an automobile collision. 


Dear Mrs. O 

I have just been told of the blow that fell 
upon you and the children. 

You must all have been engulfed 
of blankness by its suddenness. 

By now the first rays of consolation are 
filtering through, as the fine, warm spirit of 
Mr. O. shines forth out of a period which 
brought into your lives new yardsticks for 
happiness. 

You will always be able to look back at 
a glowing vista of happy years down which 
you travelled the interesting road of life, 
hand-in-hand—as lovers, as husband and wife, 
as guides and counsellors to your delightful 
family. 


chose your 


a pall 


In your daughter and sons you have a part 
of their father’s immortality. His spirit, his 
personality, his family sense, his comradeship 
will all be mirrored in them day by day. 

I find as I look back sixteen or seventeen 
years to my first meeting with Mr. O., that 
a host of recollections crop up to limn his 
friendly, cheerful, helpful character. 

For you and yours who knew him so in- 
finitely better than I, these splendid, human, 
lovable characteristics must give you a deep 
and lasting sense of consolation. 

For the children, there will always be the 
remembrance of a stalwart soul who played 
the great game of life with rare sportsman- 
ship and a fine, altruistic, Christian sense. 
To them he leaves inspiration and the great 
bequest of high courage. 

Mrs. Ullman joins me in deep sympathy, 

Sincerely, 


Written to the four-year-old daughter 


of a veteran who died of leukemia. 
The letter has been cherished by her 
mother and her grandparents. 

Dear Judy: 

You have just experienced a loss, the full 
measure of which you will not understand 
for a long time. 

There is something about the relation be- 
tween a father and his daughter that is thrill- 
ing and engrossing to both. No father’s life 
is complete without the endearing contacts 
that only a daughter can supply. They foster 
the best that is in him, they keep his heart 
young and his spirit supple. 

So you, in your babyhood, brought great 
and deep joy to your father and that is a 
thought you can cherish as you grow older 
and sense the emptiness of chairs in which 
he should be sitting. 

There is another thing vou should know, 
for it is part of the heritage he has left you— 
perhaps the most important part:—he had 
unquenchable spirit that illumined his face 
with a responsive smile. 

That is something for you to set up in 
the shadowy altar to remembrance that you 
will build for your father’s image. 

Yours in sympathy, 
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13% Wore Returns 
when 
ARTOGRAPHIC 


ée used! 


That’s the report from a direct mail advertiser 
who tested approximately 64,000 Artographed 
envelopes against a like quantity of non- 
Artographed envelopes, all other factors being 
the same. 


HERE’S HOW YOU CAN INCREASE 
YOUR RETURNS WITH ARTOGRAPHIC 








YOUR COLLEGE 





YOUR PUBLICATION 


ARTOGRAPHIC 
| acrees the backs of your envelopes 


| ¢ Transforms every envelope into a spark- 


ling advertising piece. 
* Turns unused space into selling space 
| * Gets attention - Gets results 
| * Is easy on your budget 


TEST IT YOURSELF ON YOUR NEXT MAILING 


Sead for detatls and samples! 


Curtis 1000 Ine. 
| etente ot 


| 380 Capitol Avenue 1000 University Avenue 
Hartford 6, Conn. St. Paul 4, Minn. 


2630 Payne Avenue 355 Marietta Street, N.W. 
| Clevelond 14, Ohio Atlanta, Georgia 








TEAM FOR MASA CONVENTION .. . Elias Roos, Milwaukee, National President; 
Robert Rubin, New York Local President: John J. Patafio, New York, Convention 
General Chairman; Jeannette Robinson, Detroit, National Secretary; Felix Tyroler, 





New York Local Secretary. 


Mail Advertising Service 
Association Conference 
Precedes DMAA at Roosevelt 


The Mail Advertising Service Asso- 
ciation, International, meets in Conven- 
tion at the Roosevelt Hotel on the four 
days preceding the D.M.A.A. Confer- 
ence. Attendance at the M.A.S.A. 
meetings is limited exclusively to the 
750 members of this association of letter 
creators and producers, or to others in 
the business who plan to become mem- 
bers. But because so many M.A.S.A- 
‘ers read The Reporter and because so 
many delegates with mutual interests 
stay over for the D.M.A.A., the com- 
plete program outlined is given here. 

M.A.S.A. Convention Programs are 
composed of few speeches . . . and 


many “bull sessions”. A praise-worthy 
set-up. The M.A.S.A. has had another 
successful year under the Presidency of 
Elias Roos of Jack’s Letter Service, Inc., 
135 West Wells St., Milwaukee 3, Wis- 


consin. 


This reporter, being a former mem- 
ber and just able to get in under the 
ropes, wouldn’t miss a meeting come 
hell or high water . . . or the Russians. 
Everybody talks the same language. 
In meetings or at the always stimula- 
ting entertainment parties. The New 
York meeting will probably set an all 
time high attendance record. 


The Program 


MAIL ADVERTISING SERVICE 
{SSOCIATION, INTERNATIONAL 


—1950 Convention—Roosevelt Hotel— 
New York City 
September 30th through October 3rd 


Theme for Convention: “50-50 Convention™ 
Program Chairman, Robert S. Crawford 


2 


SATURDAY—September 30, 1950 


9:00 a.m, Registration 
10:30 a.m. Guided Tour of Exhibits 
11:00 a.m. Red Badge Brigade (A meeting 
of those attending their first conven- 
tion) 
12:00 Get Acquainted Luncheon: 
1. Guest Speaker—G. Lynn Sumner, 
G. Lynn Sumner Co., New York 
2. Presentation of Trophies and Cer- 
tificates for 1950 Mechanical and 
Creative Awards 
2:30 p.m. Mechanical Bull Session 
Chairman—L. M. Hinderstein, Madi- 
son Co., Detroit, Mich. 


Discussion Leaders: 
Mimeographing at Its Best—Isabel Lee, 
Lee Letter & Mimeograph Service, 
Louisville, Ky. 
Profits in Small Offset-—R. P. Banks, 
R. P. Banks Co., Chicago, III. 
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Problems, Practices & Profits—Paul 
Krupp, Advertisers Mailing Service, 
Los Angeles, Calif. 

How to Set Up a Money Making Mech- 
anical Addressing Department— 
Frank Schubert, Advance Mimeo- 
graphing Service, Los Angeles, Calif. 

Good Office Forms Speed Production— 
Robert Rubin, Circulation Associates, 
New York 

Typing Technique and Demonstration— 
Norman Saksvig of L. C. Smith, 
Inc. 

8:30 p.m. New York M.A.S.A. Cocktail 

Party for all delegates 


SUNDAY—October 1, 1950 


9:00 a.m. Small Shops Exchange Meeting— 
Chairman Luise Storz of Chicago 
presiding 

10:00 a.m. Offset Exchange Meeting— 
Chairman Bob VanderPyl of Detroit 
presiding 

11:00 a.m. Mimeoscope Exchange Meeting— 
Chairman Clarence Musselman of 
Allentown presiding 

Adjourn 
Note: All mechanical exhibits and 
awards exhibits open on Sunday 

2:00 p.m. Sightseeing yacht trip around 
Manhattan 

7:30 p.m. New York Shops’ Open House 
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MONDAY—October 2, 1950 Chairman— 
Florence Murray, House of Murray, 
Milwaukee, Wis. 
8:30 am. The “50-50 Early Birds” (not a 
breakfast session) 
“Bring an Idea—Get an Idea”— 
Marion Newman, Jr. of Dallas, Dis- 
cussion Leader 
9:30 a.m. Visit the Exhibits 
10:00 a.m. “How to Figure Costs’—a sim- 
plified method—Karl Shinkman, 
Commercial Letter Co., Grand 
Rapids, Mich. 

10:30 a.m. Annual Business Meeting and 
Election of Directors 


Adjourn 
2:00 p.m. How to Promote Your Own Busi- 
ness 
l. Yesterday, TODAY, Tomorrow— 
Jay Jankowsky, Acme Corporation, 
Chicago 
2. Know Your Postal Regulations— 
Dave Fleischer, Commercial Letter 
Inc., St. Louis, Mo. 
3. Use the M.A.S.A. Loan Files— 
Don Hacker, The Lettercraft Co., 
Detroit 
4. Belong to the M.A.S.A. Exchanges 
—Luise Storz, Lettercraft, Chicago 
5. Mailing Lists Build Your Business— 
Lewis Fink, Lewis Advertising Co., 
Baltimore 
7:00 p.m. Annual Banquet and Dance 
TUESDAY—October 3, 1950 Chairman— 
James Dooley, Atlantic Advertising, 
Atlantic City, N. J. 
9:00—12:00 “How to Write Copy for Your 
Clients” 


Speakers 

1. Charles Morris, 
New York 

2. Aesop Glim (George Laflin Miller), 
R. T. O'Connell Co., New York 

3. Robert Fisler, St. John Associates, 
New York 

4. Eric Smith, Burroughs, Inc., Los 
Angeles 


Reinhold-Gould, 


Adjourn 
2:00 p.m. Premier Showing of new Pro- 
duction Efficiency film by Melvin 
Feldenheimer, C. E. Howe & Co., 
Philadelphia 
2:30 p.m. “Birds of a Feather” Bull Session: 


‘Lettershops”’ 
Orva Gilkinson, Gilkinson Mail Adver- 
tising, Pittsburgh, Chairman 
James Minick, Grace V. Strahm Letter 
Co., Kansas City, Mo. 
William Wahl, C. S. Anderson & 
Associates, Buffalo, N. Y. 
Doris Scott, Van-Scott, Inc., Los 
Angeles, Calif. 
“Printers” 
Andrew D’Eramo, OMS Advertising, 
Boston, Mass., Chairman 
Harry Denburg, Barton Press, Newark, 
N. J. 
L. U. Kaiser, Premier Printing & Letter 
Service, Houston, Texas 
Charles Battaglino, Mailograph Co., 
New York 
‘Direct Mail Advertising” 
Merral A. Fox, Fox Advertising Co., 
Baltimore, Chairman 
Leo Bernheimer, Jr., Hub Mail Ad- 
dressing, Boston, Mass. 
M. P. Brown, M. P. Brown, Inc., 
Fort Worth, Texas 


Final Adjournment 
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Whether you sell by mail or 
through dealers, you need W. S. 
Ponton’s famous List 0’ Trades... 
the encyclopedic directory of ac- 
curate mailing lists. 





Just leafing through it will reveal glitter- 
ing new opportunities for selling more of 
your product and services. Every page yields 
ideas for telling and selling which you will 
welcome. The surest, fastest and least expen- 
sive way to go DIRECT TO YOUR PROSPECTS 
is by Ponton’s outstanding GUIDE TO BUYERS 


services... 


INDIVIDUALLY COMPILED LISTS. You can’t buy a stock, 


shelf-stale list from us. Every Ponton list is compiled 





for you exactly as you want it. 


Pe iE - UP-TO-THE-MINUTE. The best and very latest sources 
~ . are used in compiling each list, and these sources are 


kept revised right up-to-the-minute. 


\la 
a ace aa VERSATILITY UNEQUALLED. You can obtain Ponton 
- wy lists on cards, labels, sheets, stencils, on your own 


mailing matter, or in any other form and in any break- 


down desired. 


TOP SPEED AND ACCURACY. You are guaranteed the 
utmost speed of service and deliverability of your mail 


—by the house with 65 years of list leadership. 


available. Any special lists promptly and efficiently 


/ 
k&> UNLIMITED RESOURCES. 24,000 Classifications readily 





compiled for you. Latin American lists a specialty! 


WELCOME TO THE CONVENTION! 


COMPLETE EST. 1885 
MAILING AGENTS 
AND - IN ALL THE 
PRINCIPAL 


ADDRESSING CITIES 
AT THE HEAD OF THE 


FACILITIES 


635 Avenue of the Americas, New York 11,N. Y. 














200 Successful 
Sales Letters 


Here is a gold mine of sales letter 
idea Two hundred “cream of the 
crop" tested sales letters specially 
elected from the Dartnell editorial 


files. Reproduced full 8!/2-by 11-inch 
size, every one of these letters is a 


winner 


If you are looking for sales letters to 
get orders, to open new acounts, to 
revive inactive accounts, to get leads 
for salesmen, this loose-leaf binder of 
successful sales letters will more 
than earn its keep on your desk. The 
letters can be adapted easily to al- 
most any line of business 


Can You Use Letters Like 
These? 


A Letter Which Brought 31 Per Cent 
Return for Brunswick-Balke-Collander 


Co. 


Manning, Maxwell & Moore’s Sales 
Letter Which Revived 50 Per Cent of 
Lagging Accounts 


A “Telephone” Letter Which Opened 
300 New Accounts 


Announcement Letter Which Pro- 
duced 20 Per Cent Inquiries in First 
Week 


“Greybeard” Letter Which Opened 
$65,000 in New Accounts for Ahrend 
Co. 


Inquiry Reply Letter Which Brought 
Orders from 80 Per Cent of Dealers 


In a_ loose-leaf 


leatherette bind- oO 
er with index, 7.5 
ready for im- 


mediate use. plus postage 


SENT ON 10 DAYS’ APPROVAL 


USE THIS ORDER FORM 


Tke Dartnell Corporation 
4660 Ravenswood Avenue 
Chicago. 40, Illinois 





fr) Check attached for §$ artnell 
to pay postage 
=| a Title 
Com an 
Street 
Cc Zone State 











Flow Charts? 


Some time ago, C. A. Everhart of Jas. 
H. Matthews & Co., 3942 Forbes St., 
Pittsburgh 13, Pa. sent us a large port- 
folio containing all of his direct mail 
work for the past year. He is an ardent 
reader of THe Reporter and had also 
enrolled in our Direct Mail Training 
Program. He wanted his work blue- 
pencilled, torn apart and otherwise 
manhandled. 


Even though we take a gleeful de- 
light in slashing with the blue pencil, 
we sorrowfully packed up the whole 
portfolio and sent it back without a 
single mark. The work simply was 
beyond criticism. 

In writing to Clyde, we asked if he 
would release for publication, one or 
two of the flow charts which he pre- 
pares for every campaign or division 
of a campaign. 

We are printing here, in this Conven- 
tion issue, two of the charts prepared 
for 1950 promotions . . . and a part of 
Clyde’s letter permitting their use. 


Many thanks, Henry, 

for your kind remarks and real encourage- 
ment. You will be interested to know that 
our “Rotary” Can Lid Embossing Machine 
Campaign has been very much more success 
ful than any of our previous direct mail 
efforts. 


Without doubt, Henry, the most important 
single \esson I have learned from your cours 
‘ so far . . . is the importance of the 
flow chart. It has become S. O. P. with us 
now to make up the flow chart after our 
first general idea conference . . . then use 
it as a guide in channeling all of our creative 
work, 


It serves double duty, too. No other means 
has been found to give such a complete pic- 
ture of our campaigns to our branch managers. 
We send it to them with the advance copy 
of the pending campaign to tell them what 
we want them to do, why we want them 
to do it. . . and what we have done for them. 

I often wonder how it is physically possible 
for one man to be so personally responsible 
for the conscience, education, and guidance of 
the hundreds of thousands of people affiliated 
with Direct Mail. But I can only say, with 
Leslie Charteris, 

“Go on and Prosper,” 


Of course, we thank Clyde for his 
complimentary remarks . . . but there 
is nothing unique, mysterious or orig- 
inal about Flow Charts. The only 
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mystery is . . . why more people in 
direct mail don’t use this simple tech- 
nique. 


There are no fixed rules. You sim- 
ply apply military strategy or archi- 
tectural techniques to direct mail 
promotions. Make your fact analysis. 
Find out definitely what you want to 
do. Put it down on paper. Then chart 
your program in detail and subdivide 
the various steps. Plan exactly what 
you are going to keep on doing with 
the people who don’t answer. Plan 
exactly what you are going to do with 
those who do answer. What changes 
will be necessary in the future ap- 
proaches to those who answer and 
order? 


Study the Matthews charts .. . not for 
what they contain, but simply as guides 
to show YOU how you can help to 
make all direct mail better by putting 
your plans in a-b-¢ visible form. It is 
so simple. 


DIRECT MAIL 
VOLUME IN 1950 


The Committee appointed by the 
DMAA to analyze Direct Mail volume 
and which devised the formula or in- 
dex method which resulted in an esti- 
mate for 1949 (See Reporter, March 
1950) has released the figures for first 
six months of 1950. Total Direct Mail 
dollar volume reached $434,184,741 ... 
a record so far. 


The estimates by months are as fol- 
lows: 


January 73,325,234. 
February 66,916,269. 
March 79,027,650. 
April 71,931,796. 
May 72,443,746. 
June 70,540,056. 

Total 434,184,751. 


The figures will be released from 
now on... on a monthly basis to all 
magazines in the advertising field. Add 
for July . . . $63,539,232. 
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how direct mail is 


combating communism -- effectively 


a staff reporter 


A new and important value of Direct 
Mail as a hard-hitting weapon to speed 
the defeat of Communism and its var- 
ious allied-isms, is revealed in the last 
four issues of QUOTES ENDING, ed- 
itorial-management trend-letter, edited 
and published by Robert D. Breth, man- 
agement consultant of Philadelphia. 

These issues point out the fact that 
employee publications attain their max- 
imum effectiveness when MAILED to 
the home. They also emphasize the 
job that employee publications can do 
and are doing in providing highly effec- 
tive counter-propaganda to Commun- 
ism, both here and when mailed 
overseas. 

QE, which is published in coopera- 
tion with the American Association of 
Industrial Editors, is roundly applauded 
by THe Reporter in particular for its 
August issue. The subject of that issue 
is “The Korean War and Employee 
Publications”. To use the editorial 
device which has given Quotes Ending 
its apt name: 

“For all practical purposes, World 
War II opened when the North Korean 
Communists crossed the now famous 
38 degree parallel. From now on, re- 
gardless of the outcome of the ‘Korean 
Affair’ it is either ‘us’ or ‘them’. 
For the first time, and presumably not 
the last, Democracy has met Commun- 
ism head-on and will either survive 
for better or worse, or perish for what 
can only be the ‘worst.’ 

“The people of America (and the 
other United Nations) have not been 
mentally conditioned, and still are not 
mentally conditioned, to fight this war 
and others that seem sure to follow. . .” 

The issue then quotes case history 
evidence from leading employee publi- 
cations to show how progressive indus- 
trial editors and their managements are 
revealing the Communistic threat in its 
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true light. Notable and significant is 
this particular case history which is 
quoted verbatim: 

“CASE HISTORY: MOTOR 
WHEEL NEWS, Motor Wheel Corp- 
oration, Lansing, Michigan. King 
Saunders, Editor. Three years ago the 
NEWS published a letter received by 
an employee from his soldier-son in 
Korea, at that time. It is reprinted in 
the July 15 issue because it prophesized 
the situation today and wakes up read- 
ers to our real national danger. Here 
are extracts: 

‘Mom, this last month really held ex- 
citement for the Palace Guard. On 
June 28 we went to the Duk Soo 
Palace to be inspected for our trip to 
Northern Korea. The Joint Commis- 
sion were to hold a five day session in 
the Russian Zone of Occupation and 
the Palace Guards went along to guard 
them... 

‘The Russian Communists have the 
Korean people so buffaloed that they 
don't dare to talk to a G. I. Every 
place you looked you could see a huge 
picture of Stalin 


‘Dad, if the American people only 
knew how the Russians have organized 
these people, they would sit up and 
think. They have organized the youth 
just as the Germans did and the day 
we arrived they put on a big demon- 
stration. The youths’ ages were from 
nine to 25 years and they march by the 
thousands down the street. Dad, when 
you have a chance to vote for compul- 
sory military training, vote for it by all 
means for if it fails to go through, the 
American people will be caught with 
their pants down again. I know you 
think I’m talking through my _ hat, 
but if you knew what I have seen you 
would believe me’.” 


The value of Direct Mail as a method 
of distributing employee publications 
most effectively is brought out in the 
May, 1950 issue which is titled “Home 
Readership of Employee  Publica- 
tiones”. QE first poses the question: 


“Do expenditures of the editor’s time, 
the publication’s space, and the com- 
pany’s money on the interests of the 








robert d. breth 


REPORTER'S NOTE: We've been watching the 
bulletins issued by Bob Breth. He seemed 
to be “on the ball.” So we called and 
asked for special information for this issue 
of The Reporter. 

Robert D. Breth, Editor and Publisher of 
QUOTES ENDING, is a management consult- 
ant specializing in employee, customer and 
stockholder communications. He is co-author 
of “The Successful Employee Publication” 
McGraw-Hill Book Company. Bob has lectured 
on Industrial Journalism at Temple University 
for several years. His annual survey ‘Formal 
Education for House Organ Editors’ is widely 


respected among journalism educators. 
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folks at home pay off—and, if so, 
how?” 

In answering this question afirma- 
tively, QE points out that publication 
readership increases 8°% to 2794 when 
mailed to the home instead of being 
distributed at the plant. QE then gives 
case history evidence of the methods by 
which appeals to the home audience 
are made and sums up the evidence 
in these two paragraphs from the Con- 
clusion: 

“It is no accident that these publi- 
cations, representing companies large 
and small, have devoted so much space 
to such a variety of home-interest topics. 
The choice of subject, method of pre- 
sentation and quality of editorial ma- 
terial used, indicate thoughtful plan- 
ning and careful preparation. These 
pages, and many like them in other 
publications, are a far cry from the, 
once-belittled practice of using baby 
pix, jokes and other odds-and-ends of 
general interest simply as “filler” ma- 
terial . .. 

“To opinionate about it, QE believes 
there is more to this home-interest 
trend than first meets the eye. For 
one thing, industrial editors are be- 
coming more mature in their thinking 
and so are probing deeper beneath the 
surface of basic emotional appeals in 
their use of editorial material. En- 
couraged by far-sighted managements, 
these editors are really tackling the 
human relations and communications 
problem at “grass-roots”’—and are get- 
ting results...” 

In the following (June) issue, QE’s 
topic is “Employee Publications Com- 
bat Communism—Overseas” which de- 
tails the successful innovation of mail- 
ing these printed cross-sections of life 
in America, to foreign country friends 
and relatives of employees. These 
paragraphs set the pace of the issue: 

“Employee publications have done a 
fine job in the United States. They are 
helping to resell America to millions 
of Americans. Industrial editors with 
the help of progressive management, 
have fathered a channel of communica- 
tion that honestly claims at least 
40,000,000 factory and home readers. 
But now that same channel is being 
used in a new way, to sell America to 
the rest of the world. To this end, in 
ever-increasing thousands, employee 
publications are being sent overseas to 
relatives of employees, to libraries, 
schools, and hospitals, and to industrial 
associates ... 

“There is sound reasoning behind 
this movement, which some cynics call 
a “futile gesture”. Selling the Ameri- 
can Way is a two-phase job. The in- 
ternal phase, selling America to Ameri- 
cans, is necessary in order to preserve 
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BUYER’S 
MARKET... 


@ On whichever side of the fence they sit, the leaders of Amer- 
ican industry still continue to plan ever-widening, harder- 
hitting sales promotion. They know the scenes shift 
rapidly and the long-range rewards will always go to the 
organizations with completely rounded advertising and 
selling programs. 


@ As an important source for much of this sales promotion 
material, we at Ardlee have just completed a new cycle 
of modernization and expansion. 


@ Large multi-colored high speed offset presses, new modern 
camera and plate-making equipment—additional space for 
distribution and service—new tools to add efficiency to 
our complete setup for advertisers and publishers. 


@ From the simplest folder to the most elaborate full-color 
brochure or display, we are equipped to prepare and pro- 
duce the kind of sales promotion material that sets the 


pace in every field today. 





Ask to see our latest portfolio of pace-setting sales promo- 
tion material. Included is our new library of two-color 
process illustrations designed to enliven your letters, 


folders, booklets, broadsides. 


Be Sure to get on our mailing list. You'll like our new 
series of provocative pieces starting in September. 





ARDLEE SERVICE, INC. 


OFFSET LITHOGRAPHY ° DIRECT MAIL 


28 West 23rd Street, New York 10, New York 
ORegon 5-0300 

















Will you be remembered 
on Christmas morning 
but forgotten Jan. Ist « 


IT WILL HAPPEN 
to more than 500 million people 
who invest over 50 million dollars 
trying to create a lasting impress- 
ion with a greeting card 


IT WON’T HAPPEN to a few 
regular customers of The House 
of Dyal, who will again send out 
a 15 cent item of ours that brings 
them letters and telephone ex- 


pressions of appreciation and 
repeat requests even ten years 
later 


PROVE IT for yourself. Send 
our item to half your list, and 
your usual areetirg card to the 
other half. Next year YOU too, 
will be sending our item to all 
your friends and customers. 


IF YOU WANT a sample, write 
on your COMPANY LETTERHEAD, 
or “dial DYAL.” You'll have to 
act fast, closing date is Oct. 15th 


dial DYAL for 
PRINTING 
OR chard 4-0623 


THE HOUSE OF DYAL 
Printing - Advertising 


30 Irving Place New York 3, N.Y. 














Ad Scribe’s Item 


Cw 















BIG FIRMS, SMALL FIRMS get 
B) real creative spark on big jobs, 
we small jobs from Ad Scribe. They 

zet production economies, too, on 
downtown layout, art, copy, photos, type- 
setting, printing. That’s AD SCRIBE, Box 
254-R, North Canton, Ohio. Don’t freeze on 
the address; Ad Scribe took to the woods after 
25 years in Chicago. Happy clients served 
by air mail in U. 8S. and Canada know Ad 
Scribe delivers something extra. Write for 
samples and Credit Card that saves you $10 
on the first job. 





MAILING 
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democracy and capitalism within our 
borders—while the external phase is 
necessary to keep Communism from 
swallowing other democratic countries 
and thus isolating us in a_ hostile 
world .. .” 

Following this is the usual case his- 
tory evidence but the real punch of the 
issue is contained in the closing recom- 
mendation: 

“The American Credo, as originally 
published in Readers Digest and sub- 
sequently reprinted in millions of copies 
of employee publications, is a simple, 
graphic and powerful definition of our 
way of life. If copies of the Credo 
were included as inserts in publications 
being mailed overseas, the impact 
should be significant. 

“But the Credo as now constituted is 
available in English, hence needing 
translation. If Freedoms Foundation, 
or some other central source, would 
supply the Credo printed in German, 
French, Italian, Spanish, and other 
major foreign languages—and these 
were sent overseas to appropriate areas 
—then the impact would really be 
tremendous ... We'd like to see the 
Commies match that one, inside or 
outside of this country.” 

The July, 1950 issue comes right to 
the point of Direct Mail interest by 
asking “Why Mail Employee Publi- 
cations to the Home?” in the title, 
and follows with these lead paragraphs: 

“Editors and managements who de- 
sire the fullest readershiv for their em- 
ployee publications undertake many 
proiects to determine what types of 
editorial material readers like best. Still, 
many an editor tends to overlook the 
mechanical aspects of publicat‘on, 
which are also designed for the primary 
purpose of gaining the widest, yet most 
intensive reader response . . . 

“Distribution of the — publication 
comes under this category of mechan- 
ics and it is one of those top-list sub- 
jects wherever editors confer or when- 
ever the publication budget is submit- 
ted for approval. Budget is brought 
in here because distribution costs do 
vary according to methods used . . .” 

The issue then repeats the increased 
readership percentages which mail dis- 
tribution brings (8 to 27°4) and 
cives reasons “why”: 

“This report is offered as evidence 
that mailing the employee publication 
to the home helps to assure greater 
readership. There are many reasons to 
support this finding. First, the em- 
ployees cannot forget to take the pub- 
lication home nor can they dispose of 
it along the way. Seccnd, mailing to 
the home eliminates the necessity of 
depending upon the employee to en- 
courage secondary readership among 
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other members of the family. Third, 
when the employee and his family re- 
ceive a well preserved publication, 
which has obviously been highly per- 
sonalized through careful handling and 
mailing, they become aware that the 
company places great value on the con- 
tents and appearance. Finally, a feel- 
ing of pride and respect for both the 
publication and the company is gener- 
ated among the employees .. .” 

The remainder of the issue is devoted 
to case history examples of the various 
methods of mailing, paper stock, art 
and color, types of envelopes and im- 
print messages which are most effective. 
(RePorRTER recommends this issue of 
QE specifically as excellent selling- 
reference material for Direct Mail 
Agencies ). 

The smash conclusion for mailing 
employee publications to the home as 
the best method of distribution is 
contained in the final words: 

“Essence of the philosophy behind 
mailing lies in these brief words: A 
stack of publications resting on a news- 
stand at the plant gate belongs to any- 
one or everyone—the Company doesn’t 
seem to care whether I take one or not. 
But a publication mailed to MY home, 
with MY name on it, is MINE. It 
was sent to ME by MY company. 
whose management thinks enough of 
it to identify and protect it in a special 
envelope .. . 

“Which publication would you be 
most likely to read and appreciate?” 

One trend in employee publications 
which these four consecutive issues of 
Quotes Ending reveals is concrete and 
unmistakable. Progressive industrial 
editors and their managements have 
shown the way for all business and in- 
dustry to fight communism with one 
of its own pet weapons—propaganda. 

But there is another important dis- 
tinction still to be made—this propa- 
ganda is more effective than anything 
the Commies can dish out because it is 
based on FACTS which can’t be dis- 
proven. The Commies can distort, 
misrepresent, lie, wheedle or jeer, but 
in the words of Uncle Joe himself: 
“Facts are stubborn things”. 

The second trend reveals the fact 
that employee publications are appeal- 
ing more directly to employees’ families 
and are using direct mail to maintain 
and increase both the employee and 
home-reader audiences. 

If both of these trends continue to 
expand the way they should, the mental 
apathy which the working American 
public displays toward the real dan- 
gers of Communism may be dissipated 
—and what is more important—re- 
placed by an active desire to rid this 
country of the threat—permanently. 
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‘ d ailing o hei -w show, The Golde —, 
rd. TAUTOLOGICALLY 1 mailing on their new show I pe ce 


Gate Quartet to radio stations 
nation and received back a better than 10° 


on, SPEAKING inquiry, which would have been amazing 


er- even if they were selling dollar bills for a 
nd dime. ; ° 
he The following item appeared in July _ May and June for a number of mail order l 
17th iss f Today's Advertisi c firms was better for 18.1%, the same as ° 
n- “th issue © ee April for 40.9% and N.S.H. for 41%. 
el- Read it carefully. 8 yw 
nw : In the first place . . . what bad puk- 
Dy, Direct Mail OK licity has Direct Mail been receiving? 
| —If You Have We haven’t heard of any “licking.” ARE YOU LOOKING FOR TOP- 
f Item To Sell In the second place . . . just why NOTCH MAIL ORDER LISTS? 
ai Direct Mail has been taking a bad pub- should Direct Mail be different than COULD YOUR DIRECT MAIL 
we licity licking in news stories recently. A any other form of advertising? Can PROMOTIONS STAND A BOOST? 
number of users of Uncle Sam’s special sales any form of advertising sell anything xe 
n- service report that business is still good via : ° If so, we are ready, willing 


that people don’t want to buy? 





re. the mail, as long as you have something 2 ce : + ou 
a that the people solicited want to buy. In And who says 10% is an “amazing a ah © eT 1 
other words, the public doesn’t purchase any- return?” with reliable lists of mail 
o- thic > CeKIve a1 co. . = j 5 
:. — hig be = they a _ _ If in doubt about our heading order-minded buyers and 
2 uaa advertised via the mall that they consult your dictionary prospects, as well as test- 
want. ‘ i j 
The t dead eee — Added Note: Owners of “Today's Adver- worthy compiled lists. 
ig _ The ranscription service organization tising’’ a pension of publication 
(Transcription Sales, Inc.) recently sent out last week in July. 





3 lf you havea | 


willa MADDERN, cc. 
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it. 215 Fourth Ave. 
e, New York 3. N. Y. 
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al / 
| 
= A HOLE where your cash ought to be ... A HOLE that's due to high 
prices and necessary seasonal expenses ... just remember that 
| 


WE CAN PATCH UP THAT HOLE WITH READY CASH ... cash thet will pay 
yf your old bills and current expenses and leave money for new cloth- | 
d ing (for the whole family), home and auto repairs, doctor and | THAT INGREDIENT all sales letters 
J dentist bills, emergencies, or any other worthwhile purpose. | must have to move the reader to doing 
e Whether you need but a few dollars or a substantial amount, such | what you want him to do. 
as $500, just ask us for it. Remember, too, that any additional 
“ funds required can be added to your present loan, if any. For | That power depends on many things: 
e instance, you can always consolidate your outstanding obligations | The letterhead, for example. Must be 
+++pay them off with the cash obtained from us ... and arrange | aS = ie ; 
L. it so that enly one small payment a month will cover everything! | distinctive . . . in keeping . . . on gooc 
% paper. Your copy must be crystal clear 
. So, if you've got a hole in your pocket that $100, $250, $400, or ... full of benefits . . . personal ... 
$500 will patch up in a hurry, @ phone call to me now will get | directed to the individual. The letter 
3 you the cach in record tine. must be personally typed to clinch the 
s “me-to-you” impression. Believability. 


Ale yours, 


| means, remember personal typing of 
the letters. If your secretary can’t 


fe P3-F; Ki, Of So the next time vou write your pros- 
“ap | pects, think of these things. By all 
: | 





















| /, gan’ | handle it, call on us to take care of 
: Please put aside $ ree ’ | matt vn production, 
| will call for it on ‘ (date). 
5 Name ° seeeeaeenenees esses pare We have a battery of Hooven automatic 
Address equipment which can push through 
Employer . any number of letters in record time. 
mployer will not be notified). Try it and see if the kind of response 
EMPLOYEES LOAN COMPANY oe you get isn’t what the doctor ordered. 
5 South Broadway 2nd Floor Yonkers 2, N. Y. aii |f Call ORegon 5-4188. 
Phone YOnkers 5-7800 K. G. Wolff, Mgr. ~< 
Also Multigraphic, mimeographing, 
mailing addressing. 
| 
Above eye-catching letter is bein used by a number of Loan Companies around the 
’ countr Original is letterhead size. The word “Hole” and parts of certificate are in red. HAWES & PETIT INC 
The ‘Or in Hole is die cut. Letter was qeepened “— is MS ad! yy by 7 Hodes r ’ ° 
H d D ic I 352 Fourth Ave., New Yor e have seen other equally 
uniene nol inom the same apasee . . . but they are ba and otherwise difficult to 56 West 22nd Street, N. Y. 10, N. Y. 


reproduce. Maybe Bob would be willing to supply samples. Established 1920 
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How To 
PUT I. P. P. 


Into Your 


Sales Letters 


HOWARD DANA SHAW 


It’s More Than Ordinarily Important When There Are 


Disturbances in the Air: But You Won’t 


Find It in the Books. 


A bee is not afraid of men or ele- 
phants. Bees fight terrible wars with 
other bees. But if an ant meets a bee 
face to face on the ground, it can 
hypnotize the bee into giving it a 
taste of honey off the bee’s tongue. 

The ant must have that indefinable 
something—some magnetic word it 
whispers, or maybe just a look in its eye 
—that supplies the impulse which gets 
results. It must understand apis psy- 
chology or bee-behavior. 


The sales letter writer, like the slug- 
gard, should go to the ant. For he must 
have some indefinable somethings, too, 
to motivate his readers into yielding the 
results he seeks. 


There are several of these intangible 
qualities that vood sales letters usually 
have to possess, but I believe one of 
the most important is one of the most 
overlooked—perhaps because it is more 
in the nature of a hypnotic influence 
(like the ant’s honey larceny) than any 
of the others. 

Look for it in the books, and you 
won't find it. At least I can’t. The 
writers come close, but not a cigar. 
They nibble around the fringe, but 
don’t bite into the nub of the matter— 
maybe because it is indefinable . . . or 
psychological. Look for it in the letters 
you get, and you'll see it in a rare few. 
But Friend, when you do see it, YOU 
FEEL IT. It gets you. You are like 
a mosquito in a hurricane. The force 
is irresistible. 


Of course if you offer a product that 
is wanted, a service that is in great 
demand, you don’t need this electric 
something-or-other. Or, if you’re writ- 
ing a letter that doesn’t ask for immed- 
iate action, you can afford to overlook 
this forgotten force. 
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But if you are writing a letter be- 
cause you want your reader to do some- 
thing (which is ordinarily the case), 
and if you have a sale to make in his 
mind, then you can very substantially 
increase the power of your letters by 
building more “I.P.P.” into them. 


THIS FACT IS OF MORE THAN 
ORDINARY IMPORTANCE DUR- 
ING TIMES WHEN THERE ARE 
DISTURBING INFLUENCES IN 
THE AIR, WHEN PEOPLE ARE 
UPSET BY ECONOMIC CONDI- 
TIONS, WHEN THERE ARE SO 
MANY WORRIES ON PEOPLE’S 
MINDS THAT THEY FIND IT 
HARD TO CONCENTRATE ON 
WHAT YOU ARE _ TELLING 
THEM. 


Because “I.P.P.,” unlike the other 
intangible elements in a sales letter, 
starts to work in the very first phrase 
of your message, and intensifies it all 
the way to the last period of the P.S.— 
and right onto the reply card. 


Some sales letters of known effective- 
ness don’t have it, I grant. But the 
more of a job you have in building 
interest, creating desire, and inducing 
action, then the more you need it. 


For many years, whenever I have 
found a letter or group of letters that 
are known to have rung the bell in 
terms of tested results, I have made an 
analytical study to try to find out what 
qualities the letters contained. Over and 
over I have found repeated something 
like this factor which I started to call 
I.P.P. for “indefinable psychological 


push.” 


In a collection of 17 letters that I put 
under the microscope for the Hundred 
Million Club years ago, I observed what 
I wrote down as “that positive push or 


spirit of enthusiasm that kindles the 
imagination.” In a set that I recently 
analyzed for a Printers Ink article, | 
noted a common quality that was “not 
an out-and-out hurry-up, but a sub- 
dued sense of urgency that exerts a 
magnetic force like the presence of a 
salesman, that bears on your feelings 
and influences you in the right direc- 
tion.” 

That positive push, or sense of ur- 
gency, is not mere enthusiasm. Walter 
Chrysler said the secret of success is 
“more than enthusiasm: I would say 
excitement. I like to see men get ex- 
cited. When they get excited, they get 
customers excited, and we get business.” 

So how are we doing—trying to de- 
fine the indefinable? It’s more than 
enthusiasm, more than imagination. 
It’s something like excitement, but not 
just excitement. Excitement can be 
overdone or artificial. This I.P.P. qual- 
ity has to be sound and sincere. It 
should be based on genuine faith. It 
seems to be some kind of vibrant en- 
ergy, but it is not nervous or noisy. It 
can be quiet and relaxed. 


Some examples in a minute. First 
I want to make one point. The trouble 
with some sales letter writers, and with 
many more teachers of the subject, is 
that they take a letter apart and think 
about only one section at a time (the 
same mistake the doctor makes, if I 
may say so, in isolating an organ and 
attributing your ills to it) instead of 
looking at the health of the letter as a 
whole. 


For instance, you are supposed to go 
through the A-I-D-A formula and actu- 
ate the reader when you get through 
creating desire. They speak of the “urge 
to action” or “the hurry-up,” but if my 
observation is anywhere near correct, 
the letters that really win start the urge 
to action in the first sentence. There 
is that feeling of inherent pressure in 
the offer, in the words of the message, 
in the heart of the letter writer. It 
begins at the beginning and exerts its 
galvanic powers throughout the letter. 

And it’s mighty infectious. 

The smart and experienced letter 
scribe starts to hurry the prospect in 
his first words, and keeps the same feel- 
ing all the way without overdoing it. 
How he does it, I don’t know, but I’m 
going to undertake to make some sug- 
gestions shortly. 


First—a few examples. Since this 
magic super-quality is something that 
gets underway in the very first sentence 
of your letter, let me cite a handful of 
opening sentences that I regard as pos- 
sessing it. Don’t take my word for it; 
read ‘em and see if you agree that— 
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besides having the properties that ini- 
tial sentences should have—they possess 
that extra positive push that begins to 
sweep you along inexorably the way the 
writer wants you to go. 


The enclosed card, if mailed promptly, en- 
titles you to a booklet which—at some future 
date—micht bring unbelievable benefits to 
your family. 

Please let me know if vou would like to 
FECEIVE . « « 

We are addressing this letter to you as 
an official of a small group of selected firms, 
to invite you to accept an offer. 

Within the next few days, I am going to 
send you... 

Do you ever take a chance on something 
new, sight unseen? 

Because of the importance of the October 
meeting of the Club and the limited seating 
capacity, we are sending this advance notice 
to you—so you can mail your reservation 
card right away. 


They seem easy to write, and almost 
plain, don’t they? Yet, don’t they start 
off as though they were going some 
place, as though the letter is imrortant. 
as though you had better read and 
hurry up if you want to accept the 
offer? Some are commercialistic and 
mail-orderish in tone, some dignified— 
but all are taken from very successful 
letters. 

The lead sentence can’t sound too 
steamed up, at least it can’t sound exae- 
gerated, or pompous, or synthetic. Be- 
cause the sense of urgency, the electric 
feeling of get-up-and-gumption, must 
permeate the entire letter. The reader 
must feel he is being hurried along 
without consciously noticing it. As 
Robert Collier said, “Give him a push 
without seeming to.” 

One of the best ways of doing this, 
is to tell the reader in almost every 
paragraph what he is to do. Don’t 
wait for the end to write “the close” — 
keep closing all the way. The second 
sentence of the last example above 
reads: 

We assume that every member will 
want to be on hand; but we need to 
have your definite answer by return 
mail or within 48 hours. 

The third example of the half dozen 
noted above was used by a consulting 
engineer who likes to keep his direct 
mail on a conservative plane, and I 
consider it a good example of a point 
previously mentioned—that I.P.P. can 
be very subdued in tone. It need net 
be loud and flamboyant. In fact it 
ought to be fitted to the audience and 
to the firm sending the letter. You 
can’t urge too obviously; the reader will 
draw away. I.P.P. must have a gen- 
uineness of tone like the character of 
the individual you call “a real person.” 

The following letter seems to me a 
good example of the subdued and con- 
servative I.P.P. 


(Continued on page 50) 
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KETCHES, Layouts, Dummies and Finished 
Drawings, direct to your desk by mail from 
my studio at home. 
Complete personal service at moderate cost. 
Write for booklet of samples of Booklets, 
Folders, Letterheads and other direct mail pieces 


which I have designed. 






































116 West Clinton Ave.. Tenafly, New Jersey 





An Invitation of Unusual this information will be left entirely in your I believe you will be more than please: v 














Importance to Railroad Men hands. But you may be amazed at the with the way this railroad man’s plan will \ 
' , way it guarantees these three benefits: keep you traveling on time toward the really ‘ 
The enclosed card is important. It will big financial destination of life—the retire 
bring you, free of cost or obligation, specific I. mm UPS - THI ROAD - cash — ment years—and with the many safety devices 
information about a remarkable three-way growing year ; vy year, instantly “pe — to keep it rolling on a clear track. And the l 
personal and family Security Plan which rail in case = Need for emergencies and specia small deposits will be a pleasant surprise. a 
P > I Ssec or teres > opportunities. z ‘ d 
road men have expressed great interest 1n PE ae ; — : But you are not deciding anything in o 
, 2. AT THE END OF THE LINE—A reg dropping the enclosed Request Card in th 
The | in Is eT oe —— ne ular income every month to supplement mail. You are merely putting it up to us Ss 
railroa napane $ = won Rail: ad Re _ your railroad pension and enable you to to get the information into your hands with Oo 
= Pe a a really enjoy retirement years. no obligation entailed. SI 
ment ension,. 
3. DERAILMENT—In case of your un- On the chance that it might turn out to ul 
On receipt of the card, we will prepare an timely death before the trip is completed, be an important step forward in your plans for 0 
Illustration Sheet that shows you in exact this plan will pay a salary to your wife personal security, will you mail the card i 
figures how the plan will work in your own during the critical years your family needs right now? \ 
situation. Whether you do anything with support. Sincerely, t 
P 
From what we have said, you have : 
probably already concluded that the h 
way to put I.P.P. into your letters is to a 
- . . r ' 
CTE 0 00, feel it in your heart. You can parse | 
* S * the sentences in an I.P.P. letter, but it’s 
pretty hard to see what words and what 
T p f constructions do the trick. It is more 
or op er ormance like an intangible magnetic quality 
that the writer, if he himself feels it, 
° R rs i| Di M il E . imparts to the lines of a letter. Even 
W en Buying edul t irect al quipment though the letter writer has nothing : 
but words and sentences with which to d 
get that quality across to his reader, 
Dollars make sense when you consider the purchase of good, still I don’t believe any earthly teacher ( 
rebuilt direct mail equipment . . . especially when it’s from can show you how to pick your words 
Addressing Machine & Equipment Co. and string them into sentences so the 
: , Mihiye : ; , : missive will contain that urgent force. 
Every machine we receive in our fully equipped factory is 5 d 
completely dismantled and carefully inspected. All worn If you have to feel that way first, C 
yarts are replaced and the chassis completely reassembled then the real problem is how to feel Si 
I I a S npletet) ‘ c 
by our expertly trained mechanics. The final product is that way. Here are some things | ta 
a machine that is like new in appearance and performance. would suggest: u 
Our more than 30 years’ experience in the direct mail field 1. Keep your creative mind keen is 
ave ts ‘ ote a 1 , 
_ taught us how to — m rege to - ny yon When it loses its edge, do something d 
‘ficiency at prices that are fz elow oS y oF . 
a . . . at prices that are far below the cost of new different. Get away, get a change, get 
nae 7 rested. Feed your mind with new ex- af 
We carry a full line of direct mail equipment and supplies periences, new books, new people. D 
from which you may choose... 2. Know your product. Believe in 
; ie . . a m 
MULTIGRAPHS PHOTO OFFSET EQUIPMENT your — and in the benefits it - 
Ribbon Printers Multilith Davidson provides to buyers. H 
Imprinters Webendorfer Harris 3. Prepare thoroughly. Give plenty m 
D we a Triple W hirlers ' Lampe of thought to the fellow you are going 
Head Machines Vacuum Frames Cameras oiten nl atuah his sad an 
Signature Work ene to address, and what's on his mind. @ 
Study his problems and how your pro- tu 
DUPLICATOR MAIL ROOM EQUIPMENT ew tl 
S Q duct solves them. Go out and talk ha 
Mimeographs Folding Machines Cyclone Rubber Platemaker with some typical prospects Don’t ar 
“Standard” Duplicators Postage Meters Cyclone Automatic Feeders } Vere * | P - th 
Cyclonic Slip Sheeters Paper Cutters Addressographs hurry a sales letter. 
Ditto Fluid Tying Machines Address Plates Embossed 4. Build the offer before you write su 
Ditto Gelatin Mailing Racks Electric Typewriters the letter. It is all-important. The sai 
Plates & Frames : : : . on 
real motivating force should be inher- adi 
Remember . . . the buying of good, rebuilt direct mail equip- ent in the offer you are making. Then In 
ment depends on whom you buy it from! Look to Ad- instilling urgency in the letter is easier. sh 
g urgency 
ee ~. £ : ~ : ; p 
dressing Machine & Equipment Co. for top performance— 5. Believe! You must have impli- a 
when purchasing your next machine or supplies. cit faith that your letter is going to in- us 
fluence your reader and cause him to 
do what you want him to do. You ny 
) ’ 
TOM DARLING must know that your product and your me 
offer are right, are beneficial to the tre 
Addressing Machine & Equipment Co prospect. You must have confidence in or 
, the power of your mind over the read- 
ye ; « , - , . sc go 
29 East 22nd St. + New York 10,N. Y. + ORegon 4-6400 ft) _mind: and. you must. work this wi 
belief to a high enough intensity or we 
pitch that nothing can prevent your me 
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words from conveying it to your reader. 
You must actually see him responding 
in the way you ask him to. 

If this philosophy sounds as though 
I have been influenced by Mr. Bristol 
and his famous book, “The Magic 
of Believing,” and the rest of that 
school of thought as represented in 
other books, you are dead right. I am 
strongly inclined to the conviction that 
there is a powerful electric force in hu- 
man thought—a force that no one yet 
seems able to define—which affects 
those about us and guides all our ex- 
pression. 

And I believe it puts just the needed 
finishing touch on the problem of writ- 
ing a letter with I.P.P. 

The poet said it this way: 

Life’s battles don’t always go 
To the stronger or faster man, 
But soon or late the man who wins 
Is the man who thinks he can! 


A ROMANTIC 
CAMPAIGN 


Jay Dennis and Marjorie Candee 
dreamed this one up for the Seamen’s 
Church Institute of New York, 25 
South St., New York 4, N.Y. We've 
taken some nasty cracks recently at 
unwise fund raising campaigns, so it 
is a real pleasure to give this one a 
deserved pat on the back. 

Read the letter first and see if you 
agree. Comments later. 


Dear Friend: 

Has your imagination struck fire at the 
mention of mysterious messages in bottles 
washed ashore in remote parts of the world? 
How would you like to cast a_ friendly 
message-in-a-bottle upon the waves? 

We've arranged it so you can have this pleas- 
ant adventure without being shipwrecked or 
a castaway—and for the benefit of the Insti- 
tute. Captains of ships sailing the seven seas 
have agreed to drop the bottles in whatever 
areas are requested. You can even specify 
the latitude and longitude if you wish. 

In the enclosed booklet you'll find some 
suggested messages, or write vour own mes- 
sage to the world. And if, perchance, some- 
one finds your bottle, the instructions will 
ask the finder to return the message to the 
Institute, and receive a prize of a miniature 
ship-in-a-bottle. You, too, will receive a 
prize in this happy eventuality. Each message 
will be coded to identify donors. (We won't 
use your name unless you specify it.) 

So why not set your bottle journeying 
across the Seven Seas—North or South Atlan- 
tic, North or South Pacific, Arctic, Antarctic or 
Indian Ocean? It may fetch up on some 
tropical isle or in front of an Eskimo’s igloo, 
or even pierce the Iron Curtain! 

In paying for this pleasant game of “who’s 
going to find the bottle?” your contribution 
will help the Institute to raise funds for vital 
welfare and health facilities for merchant sea- 
men. Thousands are unemployed and dis- 
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couraged, and need help right now. Your 


i By end of July, 547 contributions 
loyal support will be appreciated. 


had been received with a total of $6690 
in checks. 

So far, 255 bottles have been set 
afloat and nine pairs of prizes have 
been awarded for bottles picked up. 

This is a case where the “gimmick” 
or idea tied-in wisely and appropriately 
1950 to seven thousand possible donoss. with the appeal. But it is not surpris- 
Enclosed was a clever accordion type ing . . . since Marjorie Candee and 
booklet giving suggested coded mes- the Seaman’s Institute have been well 
sages (which tied-in with amount of known for their good sense these many 
contribution). years. 


Sincerely yours, 

Harry Forsyth 

Chairman, Ways and Means Committee 
P. S. Perhaps—who knows? Your bottle, 
like bread cast upon the waters, will come 
back to you, literally and figuratively. 


Letter was mailed during Spring of 
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We are ready to supply yo 
with lists to reach 
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AVERAGE INTELLIGENCE 
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We're specially 
geared for RUSH 
news releases. 


MARY ELLEN CLANCY 


250 Park Avenue PLaza || 
(at 46th Street) 9-1520 | 
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_ Where do we go from here 


---on small business ? 


by Joe Russakoff 





REPORTER’S NOTE: For this convention issue, 
we asked Joe Russakoff (Vanguard Adver- 
tising. 15 E. 40th St.. New York 16) to review 
serme of tne work of the past year. This 
aiticie ties-in ciosely with the thoughis of 
Duke Alexander in the article on page 20. 





This is a good time to review the 
whole picture . . . and look ahead to 
the future possibilities that can be de- 
veloped, by and for all of us in adver- 
using. 

December 1949, this series of articles 
began with no expectation beyond 
showing how direct mail can help small 
business—and at the same time suggest- 
ing the large potential advertising vol- 
ume that can be developed by those 
who are willing to work and scratch 
for it. 

As the articles appeared, the response 
from people who want to know how, 
and from those who are doing it, has 
been both generous in number and en- 
couraging. Many of the success stories 
have been carried in these columns, 
there are thousands of others which 
can be found all about us. There 
could be hundreds of thousands—if 
we had the right lines of communica- 
tion for our “know-how” 

But going beyond all that, I can see 
major and fundamental importance to 
the whole problem posed by small busi- 
ness. It is important from the stand- 
point of our economic health as a na- 
tion, that we have efficient, profitable, 
and strong business. It’s really basic. 

These articles aroused sharp criticism 
irom some people. They are successful, 
well-established men who are dealing 
with large customers. They are so 
geared up that they cannot afford to 
go after small accounts, or handle small 
orders. These men forget their own 
beginnings, as very small enterprises— 
hungry, and glad to get even small or- 
ders. 

Their arguments run along these 
lines—what do we care about small 
business? Why bother with these little 
fellows who clutter up the situation? 
Most of them disappear over a period 
of time anyhow, and they just make 
it more complicated for the rest of us. 
Forget about them. 


$2 


Aside from all the commotion about 
monopolies, trusts, “bigness” and _ ll 
the rest, there are some simple facts 
which have a tremendous bearing on 
the provlem of business in general. 

Without small business, and healthy 
small business at that—there just 
couldn't be big business. Better read 
that several times, because it goes di- 
rectly to the heart of the matter. U. S. 
Steel needs the little cross-roads country 
store selling metal wash-tubs; Standard 
Oil needs the little independent filling 
stations; American Tobacco needs the 
little neighborhood smoke shop; du 
Pont needs the little hardware store; 
Pacific Mills needs the little dry goods 
store; and we could go on and on. 

And the same situation applies to 
manufacturing. Ford and the automo- 
tive makers need thousands of small 
suppliers; so do the radio industry, the 
turniture people, the textile producers, 
and the rest. 

We have such a mania for “bigness” 
in this country, that we often lose sight 
of the fact that big and small business 
go together—they are part of each 
other—they cannot exist apart. It takes 
many small businesses to make possible 
the existence and smooth operation of 
big business. 

Our concern is to help small business 
become successful, permanent and pro- 
fitable. Advertising, long considered 
a tool only for medium and big busi- 
ness, is just as readily available for 
small business, in the form of direct 
mail, and in many other media. 

The prevalence of pre-conceived ideas 
to the contrary makes this project a 
difficult one. Many believe that small 
dusiness cannot advertise successfully, 
and this notion has to be broken down. 
Probably the best way is to show small 
business “how” it can use advertising 
—within its means. 

With business switching to arma- 
ment, and production controls in the 
offing, small business is in a vulnerable 
position. It needs all the aid it can get. 
While many firms will go out of exis- 
tence, many will manage to survive, 
and emerge stronger than before. 
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Sound advertising will help those who 
know how to use it—and not squander 
their limited budgets as so many did 
1940-45. 


At the DMAA Conference coming 
up, I hope to have some small busi- 
ness people tell how they did it. There 
will be a panel session on the opening 
day devoted to this subject. 


The fact that the problem of small 
business is obtaining important recog- 
nition can be seen on all sides. Our 
interest centers on the idea that the help 
given small business should include 
“know-how” on advertising together 
with everything else that it can get. 

An excellent example of this interest 
appears in the project set up by the 
Advertising Association of the West, 
offering free advertising advice for 
small businessmen and anyone else with 
a product having marketing possibili- 
ties from a booth at the Sacramento 
State Fair, August 31—September 9. 
The local advertising club, the State 
Board of Education, and junior adclub- 
bers, will provide the personnel. 

The University of Illinois College of 
Commerce has since 1948 offered a 
husiness management service for small 


business. The University of Michigan 
sponsored an institute on small busi- 
ness education July 5,6,7. Rutgers 
University is offering a 16-week course 
this fall on small business at its Newark 
Center. 


Charles Luckman, who can be ex- 
pected to be as “big-business” minded 
as anyone, devoted a considerable por- 
tion of the talk he gave recently before 
the American Marketing Association 
convention to the need for bolstering 
up and assisting small business. He 
urged that the Department of Com- 
merce expand its many services al- 
ready given to small business to the 
same extent as that now given by the 
Department of Agriculture to farmers 
through “county agents”. These agents, 
for city slickers who don’t know their 
oats, advise farmers on every single 
phase of their work, even go so far as 
to help their wives on how to do their 
cooking, clothing and housekeeping. 


We can’t go quite that far, but we 
can help spread around some of our 
advertising skill so that the foundation 
of our country’s business can be 
strengthened, through the effective use 
of advertising by small business. 


GOOD ADVICE 


Here is how the Von Hoffmann 
Press, Inc., 105 South Ninth St., St. 
Louis 2, Mo. met the present situation 

in an intelligent bulletin to its 
customers: 


August 7, 1950 
A NO. 1 PROBLEM CHILD 

Since some of the paper mills have already 
put their jobbers on an allotment basis and 
many mills are quoting prices as of date of 
shipment only, paper has become a No. 1 
problem child. 

We want you to know that our present, as 
well as our past relationship with our sup- 
pliers, is such that we can take care of your 
requirements and that you will not suffer 
unless Government restrictions make it im- 
possible for us to get paper. 

We do not believe, however, that we should 
gamble with the paper market and stock a 
lot of paper at a given price. This would 
not be to your advantage or to the advantage 
of the nation in general. We do advise, 
however, that you schedule your orders as 
far in advance as possible to give us sufficient 
time to meet your delivery dates. 

We are doing some Government work and 
will continue to do our share during this 
national emergency, but with our three shift 
production, our connection with our suppliers, 
and the spread of work which is possible 
between our plant and our Jefferson City 
affiliate, Mid-State Printing Co., it will be 
possible for us to take care of the printing 
neels of our customers. 


Want to see samples? 
(On your Business Letterhead please) 


CENTURY LETTER CO., INC. 48 East 21st Street, NEW YORK 19, N. Y. 


SOLE PRODUCERS OF TRI-COLOR-OFFSET COMBINED WITH TWO-COLOR MULTIGRAPHING IN ONE PRESS RUN. 
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“Gold Cup” 
Prospect Lists” 


SPECIAL 
} 400,000 Small Businessmen 


— Owners, partners, or top executives 
of small businesses (YOUR CHOICE 
AS TO HOME OR BUSINESS AD- 


DRESS) 

[) 160,000 Mail Buying Parents 
Parents who have bought, by mail, 
$6.00 baby chairs 

C) 6,000 Travel-Minded People 
Top intellect of South Eastern 
Michigan who have subscribed to 
lecture courses on travel List 
on stencils, 

[) 15,000 Stamp Collectors 


Up-to-date list on stencils 


FARM 


) 45,000 Wealthy farmers, ranchers, 
and Plantation Owners 
List growing at rate of 3,000 per 
month Estimated annual income 
over $10,000 
[) 35,000 Influential Farmers 
Officers, and directors of leading 
farm co-ops and granges on sten- 


cils 

( 50,000 Cattle Raisers 

[] 20,000 Fruit Growers 

AUTOMOTIVE (1 lists on stencils) 

[) 44,000 New Car Dealers 
Available by make of car 

( 28,000 Truck Dealers 

[] 46,000 Car and Truck Dealers 
This is a combined non-duplicated 
selection of the above two lists. 

C) 64,000 Independent Repair Shops 
Selection available by number of 
mechanics employed 

C) 8,500 Automotive Wholesalers 
Selection available by value of In- 
ventory or type of equipment sold 

— 25,500 Fleet Owners 
Companies operating eight or more 
trucks. Selection available by 
number of trucks 

[] 180,000 General Automotive 

Establishments 
Including dealers, repair shops, 


body shops, super service stations, 
wholesalers, fleet owners, et« 
INDUSTRIAL (On stencils) 
[] 33,000 Automotive Executives 


Selection available by classification 
of work, or products manufactured 


1 14,500 Top Executives 


Presidents of leading corporations 


We'd like to send you prices and de- 
tailed information about these lists. 
Please check those which interest you, 
attach te your letterhead and mail to: 


Department B 


Advertising Letter Service 
INC. 


2930 E. Jefferson Avenue 
Detroit 7, Michigan 


*Our “‘Gold Cup”’ prospect lists won top 
honors for three successive years of in- 
ternational competition conducted by the 
MAIL ADVERTISING SERVICE ASSO- 
CIATION 
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how an idea plus direct mail 
started a new business 


by €. G. CAFSON, sky service corporation 





REPORTER’S NOTE: Many months ago. Alan 
Brentano of Keller-Crescent Company. Evans- 
ville 8, Indiana, told us a fascinating tale 
about the start of a new business ... a 
sky service for freight shippers. I asked 
Alan to get the originator to tell us his story. 
Here it is . . just as he wrote it. Sorry. 
we don’t have the facilities to reproduce the 
unusual and colorful direct mail pieces. The 
letterheads, by themselves are startling .. . 
tinted offset backgrounds with blue-sky and 
cloud effects. You may be able to get sam- 
ples by writing to E. A. Carson, Sky Service 
Corporation, Municipal Airport, Evansville. 
Indiana. 





The collapse of the rosy-hued post- 
war private aviation boom in mid 1948 
left us, along with several thousand 
other fixed base operators, with the 
problem of what to do to replace busi- 
ness that had been lost through shrink- 
ing aircraft sales and flight training 
which had been our major sources of 
income. New aircraft sales were vir- 
tually non-existent, the used aircraft 
market was completely demoralized, 
and G. I.’s taking flight training under 
the G. I. Bill of Rights had dwindled 
away to practically zero. 

One day early in May of 1948, on the 
eve of the threatened nation-wide rail 
strike, | was on my way to the airport 
and got to thinking that if the strike 
came off somebody was going to be 
stuck with some perishable merchan- 
dise that had to move or else. At this 
point in my thinking I passed Farmers 
Hatchery & Supply Company plant and 
saw a sign “Baby Chicks.” The idea 
registered immediately and a visit dis- 
closed they were wringing their hands 
as to how to get several thousand chicks 
to Tennessee by early next morning. 
Airlines were swamped with freight 
and with baby. chicks as perishable as 
today’s newspaper, trucking was un- 
satisfactory. 

To make a long story short, we flew 
that load of chicks and within two 
weeks had worked out a schedule of 
weekly shipments that has continued 
uninterrupted from that day to this. 

It didn’t take us long to see that if 
this was such a fine thing for Farmers 
Hatchery & Supply in Evansville, it 
was equally good for other hatcheries. 


We got a copy of “Who’s Who in the 
Hatchery World” and set out to visit 
the larger hatcheries in this area. It 
didn’t take us long to discover there is 
no relation between production capa- 
city of a given hatchery and size of 
individual orders. Our service was 
primarily adaptable to hatcheries ship- 
ping in large quantities to “Commercial 
Broiler” areas on a regular basis. Our 
problem was to find out who these 
hatcheries were. A considerable num- 
ber of personal calls were relatively un- 
productive in ferreting them out. 

When we learned that a large per- 
centage of both chick sales and pur- 
chases are made on a mail order basis 
we decided to try direct mail ourselves, 
sending our story to all hatcheries with 
a production capacity of 100,000 chicks 
or more, with the hope that those ship- 
ping to broiler areas would contact us. 
We called in Keller-Crescent Company 
and developed a booklet, “Profit in the 
Air,” which together with a letter was 
mailed at the beginning of the hatchery 
season. 

The results speak eloquently for the 
effectiveness of this type of approach. 
We have flown more than ten million 
chicks, expanded our fleet of chick 
carrying airplanes from one to four, 
have picked up or delivered chicks in 
20 states from Massachusetts to Cali- 
fornia and from Minnesota to southern 
Texas. Transporting baby chicks now 
is the chief source of our flight income, 
is growing steadily, and is good, “solid” 
business. 

After making the original mailing 
to hatcheries we developed a mailing 
list of broiler growers, sent them a let- 
ter and “Profit in the Air” booklet. 
This resulted in several major growers 
requesting their suppliers to use our 
service. Like any other business, a big 
customer’s wishes carry considerable 
weight with his suppliers. 

A blotter was subsequently worked 
out as a follow-up piece. In addition 
to a separate mailing we now include 
one in each response to an inquiry. 

The surprising thing to us has been 
the continuing “pull” of our direct 
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mail efforts long after the initial mail- 
ing. We are continually receiving new 
inquiries although the mailing was 
made more than seven months ago. 
One inquiry alone resulted in a sched- 
ule of flights that paid for the cost of 
our entire direct mail program more 
than twice over. From our standpoint, 
one of the best angles has been our 
ability to find out who the real pros- 
pects for our service are without wast- 
ing a lot of time making personal calls 
on hatcheries that cannot use us. 


Since the aircraft used for flying 
baby chicks were also suitable for gen- 


eral cargo, and our direct mail efforts, 


had been so successful in developing 
chick business, we had Keller-Crescent 
work out a brochure and letter that 
was recently mailed to traffic manavers, 
purchasing agents, engineers, and pro- 
duction executives of all manufactur- 
ing firms, mines, dairies, wholesalers, 
etc, within a radius of 100 miles of 





MACE compourmon 


Evansville. The direct traceable re- 
sponse has already more than paid for 
the entire cost of this mailing. 

We are currently working with Kel- 
ler-Crescent on a mailing piece plug- 
ging our executive charter service that 
will be sent to leading executives, doc- 
tors, lawyers, merchants, etc. in this 
area. In the planning stage are pieces 
for aerial photography, aerial ambu- 
lance, crop spraying, and our various 
other services. 


REPORTER'S FINAL NOTE: It will make the 
story more complete ... to give you a sample 
of one of the effective letters. Here's the 
copy used to Baby Chick Hatcheries: 


Here’s how YOU can reach BROILER 
PRODUCING AREAS for those EXTRA 
SALES you'll need in 1950! 

If you're caught in the TRAP of LOST 
VOLUME and SHRINKING PROFITS— 
HANDCUFFED by TRANSPORTATION 
restrictions—we’ve got the ANSWER! 


(Continued on page 56) 


ee 


MUNICIPAL AIRPORT + EVANSVILLE, INDIANA + TELEPHONE 3-6281 
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PEP UP YOUR MAILINGS 
WITH ACTUAL PHOTOS 
OF YOUR PRODUCT!! 


Moss Photos will breathe new life 
into your mailings at unbelievably 
low cost. Check these figures: 
Black and White Photos 
8 x 10—5S¢ ea. in 1000 lots 


Postcard 
or 4 x 5—2¢ ea. in 1000 lots 
Also 20 x 30, 30 x 40, 40 x 60 blow-ups 


All Quantities — All Sizes 


COLOR PHOTO 
SCOOP! 


IMAGINE YOUR PRODUCT 
IN BRILLIANT COLOR PHOTOS 
AT THESE LOW PRICES! 


Our New Amazing 
KOLOR TONE Process 

No extra charges for printing and 
color plates 4-5-6 colors. FREE— 
your sales message imprinted on 
reverse side. 

3M lots 5¢ ea 25M lots 2l2¢ ea 
6M lots 4¢ ea 50M lots 1!2¢ ea 
12M lots 3¢ ea 100M lots l¢ ea 
MOSS QUALITY PHOTOS ARE 
AVAILABLE IN ALL QUANTITIES 

AND IN ALL SIZES FROM 

POST CARDS TO GIANT MURALS 


WIN 


Dozen Free photos of yourself and fam- 
ily at Moss Booth 33, 33rd DMAA Conf. 


Send for Free Moss Photo 

Idea kit of B&W and full 

color samples. Price list in- 
© cluded. 


S steas Photo Service, Inc. (Dept R) 
) 155 West 46th St., New York 19, N. Y. \ 


Please send me free samples of 
| black-and-white and color photos | 
and price list R. 
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The way OUT is UP! oe! 
IF you're losing volume because lower 
egg support prices and high egg production pr 
have taken the profits out of chick raising m: 
for your farmer customers— vie 
IF you're looking, longingly but hopelessly, . 
at commercial broiler raisers for the volume Pé 
you need to replace your shrinking sales to int 
farmers— pr 
BUT—you can’t reach the broiler produ- . 
cing markets due to transportation restric- . 
tions because— ? 
AIRLINES can’t guarantee space; aren't pr 
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= which the company advertised to do 
te promptly. The Bureau referred the 
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One Advertising Man 
to Another 


GEORGE KINTER’S MONTHLY LETTER EXPRESSING 
ONE MAN’S OPINION 





REPORTER'S NOTE: George Kinter is back! 
After a two month vacation. Following our 
custom (only disregarded once) we reprint 
his letter exactly as received but reserve the 
right to add just a little rebuttal at the end. 





Sorry, Henry, but you'll have to ex- 
tend my vacation another month, be- 
cause I am not mad anyone 
especially advertisers and I can’t 
write so good when I’m not mad. The 
anyone 
is because it 


reason I am not mad 
especially advertisers .. . 
is summer and I never listen to the 
radio in summer and when I don’t 
listen to the radio, I’m not so irritated 
by the claims of advertisers. 

Maybe advertisers make just as many 
false, misleading and_ unreasonable 
claims in printed advertising, as they do 
on the air, but they do not irritate me 
in print like they do mouthed by the 
commercial slingers . . . and, while 
expert typographers claim they can 
make type talk, they have never got 
around to making it sing . . . thank 
gawd. 

During some of the moments freed 
from filling space in THe Reporter, | 
have given a bit of thought to adver- 
tising in general and I have about 
reached the conclusion that radio ad- 
vertising has done more to lower public 
opinion of all advertising than have the 
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claims concocted to mislead the un- 
thinking public. Before radio, people 
with a bit of intelligence could take wild 
and exaggerated claims in print or pass 
them up, but via radio such claims 
are rammed down their throats every 
time they seek a bit of aired entertain- 
ment and even those who do not seek 
such entertainment are forced to hear 
the intelligence-insulting claims if they 
have to use public transportation 
systems. 

Come ice and snow and long winter 
evenings when boredom drives me to 
switching on the radio, I may get my 
mad up and again fill my Reporter 
space with some finger pointing with 
the hope of arousing those drowsy old 
boys on the FTC ... which reminds me 
that they probably haven’t noted the 
nose-thumbing that the DMAA is giv- 
ing their ruling on the use of “FREE” 
in advertising. 

The Directors of the DMAA have 
cordially invited “Director of Advertis- 
ing, Geo. Kinter,” to accept a compli- 
mentary copy of the DMAA Research 
Report on How to Organize and Oper- 
ate a Successful Direct Mail Program. 

On the back of this invitation, “Di- 
rector of Advertising, Geo. Kinter,” 
is reminded that “This $5000 survey of 
profitable direct mail practices is 
YOURS FREE on acceptance of this 
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six-month get acquainted membership 
offer.” 

Whether something given to win a 
sale can be considered FREE is de- 
batable, but inasmuch as the drowsy 
old boys on the FTC are supposed to 
be working for the best interests of ad- 
vertising and have decided that it isn’t, 
it seems to me that the advertising 
associations should give them 2 how in- 
stead of a sneer. 

Anyway, it is the opinion of chis 
“Director of Advertising” that a smart 
copy writer could get as good or better 
results by playing up what he has to 
sell than by playing up the premium 
that goes with it. 

And speaking of the DMAA ... 
I was all set to offer a few suggestions 
on its programming of the coming 
convention, but its program is probably 
all cut and dried by now. The sug- 
gestion I had in the back of my mind 
was a session for the pencil-and-pad 
boys. Not the ones who make notes 
on what the various speakers say 
merely to prove that they attended the 
meetings when they turn in expense 
accounts, but the ones who make notes 
that they hope will help them in their 
own direct mail efforts. These pencil- 
and-pad boys are largely from small 
outfits and from my limited attendance 
at convention sessions, I am inclined to 
believe that they get little from the 
conventional convention speaker that 
would prove of any great value in 
a small business. Most of the speak- 
ers I have heard are big shots in 
big companies that do things in a 
big way and have what it takes to 
pay for any mistakes. 

It occurred to me one night as I lay 
listening to the missus snoring, that 
a session given over to some little-shot 
speakers from some little-shot concerns 
that have to get results from their di- 
rect mail, or else, might give those 
pencil-and-pad boys some worth-while 
ideas to take home. 

You may recall, Henry, the piece 
I wrote for THe Reporter after the 
Cleveland convention, in which I said 
that I learned more from listening in on 
conversations of the guys who loafed in 
your rooms between sessions than I did 
from the speakers. Maybe some of those 
guys were big shots from big shot 
companies but they didn’t talk like it. 

Another thing that would help the 
pencil-and-pad boys, would be an ex- 
hibit of successful direct mail that they 
could afford. Many of the direct mail 
campaigns done into beautiful four and 
five color pieces are beautiful to look at 
and spur the big shot advertiser to en- 
deavor to out-class them, but I wouldn’t 
be surprised if a bit of digging would 
turn up some little old inexpensive 
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direct mail campaigns that produced a 
percentage of results as high or higher 
than the exhibited “Leaders.” They 
might not be directed at the same class 
of people as the leaders were sent to 
but they might give the pencil-and-pad 
boys some workable ideas. 

However, maybe I couldn’t have 
done my suggestions into a good piece, 
because, as I have told you, I can't 
write so good when I am not mad—and 
I’m not mad at DMAA. 

Geo. 

P.S. This letter wasn’t written for 
publication. It is just a reply to your 
August 8th request for copy. However, 
if you have space that needs filling, 
you can print it. 


REPORTER'S FINAL NOTE: I agree with you. 
George. without reservation on the “free” 
offer made by DMAA. Even though The Re- 
porter is recognized as the “‘official publica- 
tion’’ of the DMAA, it is absolutely inde- 
pendent in fi ing and thinking. We refuse 
to be bossed and have objected strenuously 
to the “free” offer being sent to potential 
members. We also object to “trial member- 
ships’ on a short period offer. It’s beneath 
the dignity of the DMAA. Trick offers 
should have no place in the DMAA set-up. 
The DMAA should be worth joining on a full 
membership basis. 

I'll argue with you on the last part of 
your letter. But not too violently. Maybe 





your Cleveland experience influenced (by 
remote control) this year’s Convention. I, 
stupidly accepted the Chairmanship of the 
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Program Committee. With many helpers, 
we are trying to transplant the bull-sessions 
of the rooms (which you liked) into the 
Convention sessions. We are trying to let 
the little guys tell their story. 

Pack your bags and come to New York 
for October 4, 5 and 6 You won't even 
want to sit up in the room. 


FTC CURBS 

CLASSIFIED 
DIRECTORY 
TRICKSTERS 


The following information is reprint- 
ed from the August bulletin of the 
Better Business Bureau of New York 
City, 280 Broadway, New York 7, N.Y. 
Since many people in the direct mail 
business have been tricked by the phon- 
ey directory racket . . . we are glad to 
pass this along for your future guidance. 
Hurrah! 

THEY CLIPPED THEY PASTED - 
THEY MAILED - THEY FOOLED, but at 
long last the law has caught up with them. 
Thousands upon thousands of business con- 
cerns, both large and small, will be gratified 
to learn that on July 19th, 1950 the Federal 
Trade Commission issued, Order No. 5486 
directing the Independent Directory Company 

(Continued on page 60) 
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of Illinois, Independent Directory Corporation 
of New York, William Oleck, Maury Oleck, 
et. al. to cease and desist from using adver- 
tisements clipped from publications other than 
their own in soliciting mail order a:dve-tise- 
ments for their own directories. 

The files of the Better Bus‘ness Bureau of 
New York City and of Better Business Bureaus 
in most of the larger cities of the United 
States are bulging with the comolaints of 
business concerns who had been enticed into 
contracts of advertising in obscure classified 
telephone and business directories. In prac 
tically all cases the complainants state that 
they signed contracts for such advertising 
(many times in very substantial amounts) 
under the mistaken apprehension that they 
were paying for the renewal of their own 
advertisements in the local classified  tele- 
phone directory. 

This deception was made possible by a 
trick that had the dubious merit of a beauti- 
ful simplicity. The advertisements of the 
prospects were clipped from the local recog- 
nized Classified Telenrhone Directory and 
pasted upon contract forms of the resnondents. 
These forms were then sent, in most cases, 
through the mails to the prospects. Observing 
their own advertisements pasted on a contract 
form, business men too often assumed it wes 
1 renewal contract for advertisine previously 
authorized. Obviously, without reading the 
contract, it was signed. Subsequently, when 
the bona fide billing for the advertising was 
received, the deception came to light and com- 
vlaints then flowed to the Better Business 
Bureau. 

Better Business Bureaus have been com 
batting this practice for over 10 years. On 
September 16th, 1948, we published Special 
Bulletin No. 27 warning business concerns 
against this practice and informing them of a 
local prosecution which had been initiated by 
the District Attorney of Brooklyn. This 
prosecution was subsequently successful and 
that particular organization quit the business. 

William Oleck overated on a much broader 
scale and had avoided the errors that led to 
the prosecution in Brooklyn. The “cease and 
desist” order of the FTC should put an effec- 
tive stop to the misleading use of advertise- 
ments appearing in telephone or other direc- 
tories by directory promoters. The files of 
this Bureau were made available to the FTC 


for the purpose of its investigation in this 
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matter. 























A WONDERFUL JOB 
OF PROMOTING 
BETTER 
LETTERHEADS 


A new idea in letterhead betterment 
(and in surveying the field) has just 
been released by the Neenah Paper 
Company of Neenah, Wisconsin. From 
the appearance of the beautiful an- 
nouncement portfolio, we suspect that 
the old master Ellis Gash had a hand 
in its preparation. 


Business executives, professional men 
and printers throughout America are 
being invited to register their “prefer- 
ences” in a test of letterhead designs 
and treatments. The test is made pos- 
sible by a kit containing 24 basic letter- 
head treatments reproduced by letter- 
press and offset printing and by steel 
die engraving. Each letterhead speci- 
men illustrates and describes a basic 
type of letterhead ranging from the 
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simplest typographic style to elaborate 
illustrated styles. Participants in the 
test are to select the three letterhead 
types they prefer and register their 
opinion on Opinion Cards. The cards 
will be tabulated by type of business or 
profession, position held, and geograph- 
ical location, and a report will be issued 
recording America’s letterhead prefer- 
ences. The sponsors believe that the 
survey will yield reliable data to guide 
letterhead designers and users. 

The set of 24 basic letterheads was 
designed for an imaginary company. 
Although a first-rate designer was used 
(one of Chicago’s 27 Designers group) 
the letterhead specimens were planned 
not for beauty, but to illustrate basic 
types of letterheads in use. The test 
kit includes simple typographic letter- 
heads in one color, handlettered letter- 
heads, and letterheads illustrated with 
monograms, plant or building illus- 
trations and product illustrations. 

The kit issued by Neenah also con- 
tains a sixteen page manual on the 
vsychology and designing of letter- 
heads. One of the best reports of its 
kind we have ever seen. Every letter- 





Letter Gadgets can pull much better re- 
sults for your direct mail. These and 500 
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head user should have a chance to see 
a copy. 

But we'll give Dan Hardt, Ellis Gash 
and the other tabulators a little friendly 
warning ... you'll have a terrible time 
trying to set up any definite pattern of 
preference. Picking a letterhead is 
something like selecting a wife. Every- 
body has a different idea. (Thank 
fortune.) Preferences in letterheads 
change with the product, the kind of 
mentality behind a company, the geo- 
graphical location and the individual, 
etc. No one will ever be able to set 
down a fixed set of rules stating “this 
letterhead style is best for #8 

But this reporter wishes the Neenah 
test the best of luck. If it does nothing 
more than make more people conscious 
of the need for better and more intelli- 
gent letterheads .. . that will be enough. 
Every reader of this magazine is urged 
to study the 24 designs and to make the 
test . . . for his own enjoyment and 
edification. 





PEOPLE ARE 
WONDERFUL 


And here is a wonderful report on a 
selling case history ... resulting from a 
short note we ran in the August issue. 

Thanks for the mention in the cur- 
rent issue of the Reporter. Frankly, 
tho, if I'd dreamed that you were 
going to publish my screwball coined- 
word, I’d have thought twice before I 
wrote to you—not that I’m not delight- 
ed to be mentioned in any way in your 
wonderful magazine. 

You see, up to my enlistment in the 
Air Force in 1942, I had been a pro- 
fessional dance orchestra musician for 
about 25 years (member Local 802). 
I’ve always gotten a kick out of getting 
someone into a psuedo-serious conver- 
sation and, then, getting them into a 
14-karat fumble by going into double- 
talk. It’s funny to watch how people 
will try to make believe they under- 
stand what you're talking about even 
when you tell them that they can cut 
down gas consumption in their car 
by adjusting the cafostran on the car- 
buretor so that the octane rafosas will 
cause a better tranisfob in the cylinders 
(all said very fast, of course). People 
will actually shake their heads know- 
ingly and say they’re either doing that 
right now or that they read about the 
same thing somewhere and are going 
to try it. 

BUT .. . double-talk sure looks asi- 
nine in print. I’m afraid that many 
of your more sober-sided readers will 
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put me down as an idiot. But, then 
again, who cares . . . not I, Henry. 

Getting down to points . . . before 
the war I was also in advertising. A 
heart attack while in service ended my 
careers in both music and advertising. 
I was discharged in 1945 with a 100°% 
disability rating which I still have. 

For the past five years I laid around 
doing nothing . . . taking care of my- 
self and slowly going batty. Then, 
recently, I decided (after reading Joe 
Russakoff and Orville Reed) to set 
myself up as a direct-mail advertising 
service for small business. I had sta- 
tionery printed and sent out two mail- 
ings. 

But I suddenly happened upon a 
proposition to sell shoes for the Knapp 
Corp. of Brockton, Mass. I gave the 
deal a half-hearted try and found that 
I could sell shoes like a madman .. . 
I’m making money like picking grapes 
off a vine. 

So ... to heck with the advertising 
venture. I’ve discovered that I’m a 
natural salesman and I’m sticking to 
that. And, too, I’ve rediscovered how 
wonderful people are and I’ve again 
fallen in love with them... all of 
them regardless of race, color, creed, 
or religion. 

Please do me a favor, Henry. One of 
the tough features of selling for me 
is lugging a sample case from door to 
door. So, I’ve decided to let the mail- 
man do that for me .. . I’m sending 
out direct mail advertising. 

I’m enclosing a copy of my first let- 
ter. Will you be a pal and go over it 
with your blue pencil and give me any 
suggestions you may have based on the 
wisdom of your long experience? I 
know you will (being the kind of guy 
you are) so, thanks in advance. 

Sorry this is so long. Thanks for 
reading it. 

Charles R. Muller 

“Dud” to my friends 

Knapp Shoes 

212 Fisher Ave., Tottenville 

Staten Island 7, N. Y. 
REPORTER'S FINAL NOTE: We like Dud‘s 


report and his letter. We'll reprint it without 
any suggested corrections. 


Wouldn't it be wonderful to be able to 
walk on air—to enjoy complete, restful, foot- 
comfort and ease all through the day no 
matter how much you have to be on your 
feet? 

Well, that’s exactly what you do when 
vou wear KNAPP Shoes with their wonder- 
fully comfortable AEROTRED inner-sole con- 
struction. You're actually walking on a 
cushion of thousands of tiny air bubbles. 
KNAPP Shoes give you foot comfort beyond 
anything you've ever imagined. 

Style?—just wait until you see the beauti- 
ful design, high-quality workmanship, and 

(Continued on page 62) 
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| Information Please ? ? ? 


. . and Mrs. Roeben has the answer every 
time. Whether you call to schedule a new 
job. chart the progress of one in work, or 
ask a question about a completed one. . . 
you'll find that Mrs. Roeben won't keep 
you waiting . .. or guessing. 


Actually. of course, Mrs. Roeben has been 
handling this sort of scheduling for us as 
long as most of us can remember. She 
came with St. John in 1920... and has done 
a terrific job ever since. 


Mrs. Roeben is one more splendid reason 
why we like to tell you about the key 
people here at St. John. And since you'll 
surely agree that first rate supervision is 
what makes a lettershop stand out over 
the years . .. you'll see why we believe 
our people are “tops.” 

And that's gp | why we'd like you to 
visit our plant. ou'll see the machinery 
and the people—and you'll sense the “know- 
= can surely serve you in the 
uture. 


The St. dohn Associates, Inc. 


79 West 45th Street, N. Y. C. 
LU 2-3344 


Thirty-one years of direct mail service. 


Many Thanks 


To All of You 


who helped us plot the current 

trend in mail order response 
Most of you who have been getting our mail 
order calendar have received the new one 
If you haven’t, please let us know, and we'll 
see that you get one. 





Those of you who have not been on our list, 
but who are users of lists, might like to have 
this guide of mail order results 


It consists of a wall calendar with a super- 
imposed graph showing the dates when the 
greatest and least response may be expected 
from a mail promotion 


The graph represents response for all mailers 
who must make a profit or increase circu- 
lation. In addition, all holidays which might 
have any effect on results are shown. The 
calendar begins with the mail order season 
—July 1950 and continues to June 195]. 


It’s free, but please use your letterhead 
in asking for one 


NAMES UNLIMITED, INC. 
Arthur Martin Karl, President 
352 Fourth Avenue, New York 10, N. Y. 








wide selection of styles in the KNAPP Shoe 


line. 

They're economical, too. That's because 
KNAPP Shoes are sold only by factory repre- 
sentatives who call at your home and scienti- 


fically fit them to your feet. KNAPP Shoes 
are never sold in retail stores. Men's shoes 
are priced from $8.95 to $12.95 a pair; 
women’s shoes are priced from $7.95 to 
$10.50. 

The KNAPP line of shoes is very complete 
—all types for women—men’s dress, sport and 
work shoes—special work shoes (neoprene 
soles, and steel-toe safety shoes)—children’s 
shoes. 

I could rave on and on about the comfort 
and high-quality features of KNAPP Shoes— 
but—the only way you can appreciate them 
is to see them. 

Please phone or mail me the enclosed card 
and I will be very glad to call on you at your 
convenience. Make it any time during the 
day, in the evening or on Saturdays—I'm 
at your service any time. 

Cordially, 

Dud Muller 
P.S. Don’t forget KNAPP Shoes for boys and 
girls going to school. 


u § for quicker 
iS sales 
response 


Industrial List Bureau 
45 Astor Place, New York 3, N.Y. 








AN INVITATION FROM 
THE HUNDRED 
MILLION CLUB 


Who’s got a question, Henry? 

. That’s about how things are 
going to sound when the Hundred 
Million Club moves its quiz kid session 
into high gear at the DMAA Conven- 
tion come 2:00 p.m. Thursday, October 
Sth at the Hotel Roosevelt. 

All your readers are hereby cordially 
invited to attend and participate in 
this big special meeting of our far- 
famed high-powered _mass-mailing 
Hundred Millionaires. 

Here are the names of the distin- 
guished experts who will participate in 
our program—and their special fields 
of reference:— 

1. Newspapers:— 

Leslie Davis, Special Assistant to the 

Publisher, Dow, Jones & Co., Inc. 

(The Wall Street Journal & Barron's 

Weekly); 

2. Mailing Lists:— 

Lewis Kleid, President, Mailings, 

Inc.; 
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| THERE IS SOMETHING NEW IN DIRECT MAIL— 


and only LEE LETTER SERVICE has it—the PER- 
SONALIZED ENVELOPE—sure to get your prospect 
to open the envelope and read your message. 

Also the famous Lee family of personal letters— 
Pencil-Rite, Ink-Rite, Lee-Rite and 
Executype letters—tested mediums which put a hook 
on your direct mail 

Lee is more than a letter shop. The finest mechani- 
staffed by experienced personnel, will 
speed your job into the mails quickly and efficiently. 


LEE LETTER SERVICE 


19 W 44th Street, New York 18, N. Y. 


| Overnight Service--Pick-up and Delivery 


Crayon-Rite, 


cal facilities, 


VAnderbilt 6-4136 








3. Luxury Products:— 

Jack McDonnell, President, Epicures’ 

Club; 

4. Consumer Products:— 

C. B. Mills, Vice-President, O.M. 

Scott & Sons Company; 

5. Business & Trade Magazines:— 

Wm. R. Pelkus, Director of Circu- 

lation, Modern Industry; 

6. Services:— 

Carleton Richardson, Vice-President, 

United Business Services; 

7. Mechanical Processes:— 

Robert Rubin, President, Circulation 

Associates; 

8. Consumer Publications:— 

Lester Suhler, Subscription Manager, 

Cowles Magazines, Inc. (Look, 

Outck, Flair); 

9. Copy:— 

Maxwell B. Sackheim, President, 

Sackheim Company; 

Now, Henry, would you please ask 
your readers to do something right 
away? 

Please ask them to sit down and put 
their questions about effective direct 
mail into a letter. Mail the letter to 
the Chairman of our Program Commit- 
tee, Joseph Ferman, American Mercury, 
Inc..570 Lexington Avenue, New York, 
| 2 

Our experts will do their best to come 
up with the right answers! 

See you at the Roosevelt, . . . 

Lawrence G. Chait, President 
The Hundred Million Club 
Arthur Wiesenberger & Co. 
61 Broadway, New York City 


COMMUNITY 
OPINION 


Here’s a peculiar use of direct mail. 
B. C. Grullemans (of The Wayside 
Gardens Co., Inc., Mentor, Ohio,) and 
his wife live in a cozy community in 
which all the houses are painted white. 
They desired a change, but didn’t want 
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to cffend neighbors. So they mailed a 
mimeographed letter and return card 
questionnaire. The letter reads: 


ALL RESIDENTS CF MILL HOLLOW 
DRIVE AND HICKORY LANE: 

We desire to paint our house and have 
planned a combination of barn red, white 
trim, black roof, dark green blinds and white 
chimney with a black band. 

We have been informed that this might 
possibly go over like a lead balloon with 
some members of the communitv. Naturally, 
we don’t want to do anything that might 
prove offensive and have decided a vote is 
in order. 

A return card is enclosed for your conven- 
ience. We would appreciate your taking a 
moment to indicate your choice. Thanks for 
your cooperation. 

Nolly and Duke Grullemans 
P. S. No signatures, naturally. 


As a result of many opinions . 
the house was finally painted Colonial 
Yellow. And everyone was satisfied. 


TOO MUCH 
CURIOSITY MAY KILL 
A CAT...AND A SALE 


Several people wanted to know the 
meaning of, or reason for, the post 
card recently mailed from Columbus, 
Ohio. Terrible picture (shown here) 
on one side. On left of address side 
this printed message: “Even a child 
in an apple barrel would know the 
value of treasure like this! Better think 


YOUR POTENTIAL 
WOULD SEEM TO 
INDICATE THAT You'LL 
NEED DOUBLE youR 
USUAL REQUIREMENTS 

ON “ALBUM x". 
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in those higher brackets on Album X. 
With regards, Old Pew.” 

Postage paid by postage meter im- 
print. No company identification. In- 
vestigation revealed it was mailed as 
start of teaser campaign by a record 
wholesaler to record dealers to publicize 
a forthcoming album of recordings of 
parts of the motion picture, “Treasure 
Island.” Reactions we’ve heard were 
“unfavorable.” If the album is as bad 
as the card . . . well, we sunpose some- 
body will report it worked like a charm. 


THE WIDE GAP 


Here is part of an interest:ng letter. 
It may stir up some arguments but it 
covers a subject which should be dis- 
cussed more often. 


We like THe Reporter because it re- 
flects thoroughgoing experience. But 
we are wondering if there isn’t another 
phase which could be treated in more 
detail. We believe it would be of 
interest both to the buyer of printing 
and the man who sells printing. It 
has to do with that deep mystery con- 
nected with printing .. . the wide gap 
between prices submitted by competing 
printers. 

While it may not hold true in smaller 
communities, the printing trades are 
strongly organized, and generally, labor 
costs are about equal in competing 
plants. 

However, this condition is not re- 
flected when viewing competitive bids 
on printing jobs of any size, except 
within that fortunate group of printers 
who actually know what their produc- 
tion costs are, and who are therefore. 
averse to winning the job at the risk of 
“losing their shirts.” 

This condition does not stem from 
the printing plant so much as it does 
from the desk of the printing buyer. 
Vague, or no specifications at all, given 
by the printing buyer are largely re- 
sponsible. 

For his own protection, and for the 
clarification of the seeming mystery of 
wide discrepancies in competing esti- 
mates, every buyer of printing should 
use a form which provides for speci- 
fications covering the job to be done, 
to be carefully filled in and handed to 
every competing printer. 

Thus, we would eliminate manv 
guessing contests caused by vague speci- 
fications, or no specifications at all. 

It is understandable that among 
printers who know what their produc- 
tion costs actually are, there might be 


(Continued on page 64) 





| Doctor of Letters... 


|. . . business letters, that is. For Emil 
| Romagnoli is our top lettercraftsman, 
|a man who can translate type into 
typing. 
Emil heads our Letter Department. With 
some ink, a press ribbon, and his 
| machines, he’ll give you processed let- 
| a that look typed, look personalized, 
every time. 
A quarter century man with the com- 
pany, too... Emil is typical of the 
experienced, time-tested people who 
|make up the St. John organization. 
| People who are vitally interested in 
| their work . .. which is, of course, 
| your work. 


| Why not plan to visit our plant... 
| see what we do for others, what work 
| we might do for you. 


The St. dohn Associates, Inc. 


| 79 West 45th Street, N. Y. C. 
LU 2-3344 


| Thirty-one years of direct mail service. 


UNITED STATES 
POSTAL SERVICE 
TRADE UNIONS 


The U. S. Postal Service Workers 
are unionized by the classes of 
work they do. Capably led, and 
efficiently administered they de- 
finitely are factors in the Postal 
Rate situation. 
They maintain National Head- 
quarters, in some instances Re- 
gional, State and Local Offices. 
Some are A. F. L. or C. I. ©. 
afhiliates, others are Independent 
Unions. 
They are well staffed, hold an- 
nual conventions and publish 
their own publications regularly. 
We have prepared a Special Bul- 
letin giving information. Send 
for your Free Copy Today. Men- 
tion this publication in your 
request for 

Drey’s Special Bulletin 

“U. S. Postal Service 

Trade Unions” 


WALTER DREY, INC. 


MAILING LIST CONSULTANTS 
257 Fourth Avenue 
Tei. OR 4-7061 New York 10, N. Y 





























“YOUR COURSE HAS BEEN 
AND IS A THOROUGHLY 
FASCINATING EXPERIENCE. 
| PERSONALLY FEEL THAT 
ITS FIRST PROSPECTUS WAS 
AN UNDERSTATEMENT” 


So wrote a businessman “‘student’’ who had just completed a 
year’s study of my Training Program in Direct Mail Advertising 


(for advertising executives 


IF YOU USE THE MAILS FOR ANY 
PROMOTIONAL PURPOSE .. . YOU 
CAN INCREASE YOUR SKILL AND 
IMPROVE THE EFFECTIVENESS OF 
ALL YOUR APPEALS BY AN OR- 
DERLY, SYSTEMATIC STUDY OF 
THIS TRAINING PROGRAM. 


Direct Mail is a BIG subject It has 
many angles Many pitfalls Lack of 
experience and know-how can lead to a 
tremendous waste of money Waste of 
effort, too 


But Direct Mail can be made simple 
The experiences of the past twenty-five 
years can be co-ordinated step-by-step 

‘ to give the user of the mail an 
effective, money-saving and money- 
making working guide 


This course is designed for home or 


office study . either by individuals 
or by groups. 


If you are interested in an 
year-long study program in 


and for training assistants). 


® — 











orderly, thorough, down-to-earth, 
all the ramifications of a VERY 


BIG subject . . . send for my prospectus now. You can start 


any time. You will receive 
which includes personal advice and 


for a year. Fee $115... 
criticisms. 


study sections every two weeks 


Write personally to 


HENRY HOKE 
17 East 42nd Street, New York 17, N. Y. 























a legitimate difference of as much as 
10% in prices quoted. Barring “hun- 
gry” printers, and that large group of 
printers who do not know what their 
costs actually are, the wide gaps be- 
tween competing bids would be closed. 
surprisingly. 

Perhaps it is too much to expect some 
printers to inaugurate a rigid and fac- 
tual cost system. There are too many 
who, because they already have a bunch 
of paper stock stowed away in some 
corner, forget that they have either paid 
for it out of their own pockets or must 
pay for it in the future, and consequent- 
ly, such paper stock is often tossed in, 
either free or far below its actual cost. 
Delivery charges are omitted; often the 
cost of the ink is thrown into the kitty. 
Many cost omissions occur. While 
they cost the printer in error, such mis- 
takes also penalize the printer who 
prices his product on a legitimate bus- 
iness basis. 

Following delivery of the job, comes 
the great awakening. Often squawks 
and squabbles ensue because of frantic 
efforts by the erring printer to cover his 
“selling short” with extra items to be 
charged over and beyond his advance 
estimate. 

The buyer of printing, however, soon 
learns his lesson with such houses, and 
joins the parade to the responsible 
houses who are not to be kidded about 
costs, and who insist on that fully justi- 
fiable prerogative of making a decent 
profit on the work done by them. 

Even among this smaller group of 
printers, however, there will sometimes 
be an inexplicable variance in competi- 
tive bids. Such differences can be 
narrowed if the printing buyer hands 
out exact specifications for the job to 
each printer who bids on his work. 
It will eliminate misunderstanding, 
substitutions, unsatisfactory work and 
delivery dates, and do more than any 
other one thing which goes to make 
up the collective headache of the con- 
scientious printer and the buyer of 
printing. 

(signed) A. W. Olsen, Sales Manager 

Missouri Printing and Engraving 

Company 

3160 Easton Avenue 

St. Louis 6, Missouri. 

REPORTER'S NOTE: You are right, Mr. Olsen 

. there is altogether too much confusioa 
surrounding the buying and selling of print- 
ing. Much of the blame can be placed in 
the laps of firms who buy their printing 
through a “purchasing agent’. Purchasing 
agents are fine when products to be bought 
have definite specifications. In printing and 
most direct mail operations . . . there are so 
many variable and nearly intangible specifi- 
cations. We think the printers should wage 


@ campaign to make buyers more conscious 
of these facts. The planners of a piece or 
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@ campaign should sit in with all suppliers 
when the specifications are being discussed. 
The specfications should not be released 
through a _ not-so-well-informed purchasing 
department. 


NEW AND MORE 
DIRECTORS FOR THE 
DMAA 


Last January, the membership of the 
Direct Mail Advertising Association 
voted to increase the Board of Directors 
from eleven to seventeen members .. . 
to allow better geographical represen- 
tation. 

President Harry Porter appointed 
an impartial nominating committee to 
make a thorough study of the “situa- 
tion” and bring in a slate which would 
be in keeping with the desires of the 
members. 

Those serving on the committee 
were: Leonard J. Raymond, (Presi- 
dent, Dickie-Raymond, Inc., Boston) 
Chairman; George F. McKiernan, 
President, George F. McKiernan & Co., 
Chicago, and Dale Wylie, Iron Fire- 
man Manufacturing Co., Cleveland. 

The slate presented for approval at 
the October 4th Business Meeting is as 
follows: 


Terms Expire 1951: 


James A. Clarke 

Extension Secretary 

LaSalle Extension University 
Chicago, Illinois 


Walter J. Berkowitz 
Secretary-Treasurer 

Tension Envelope Corporation 
Kansas City, Missouri 


W. Bayard McCoy 

Sales Manager 

Stecher-Traung Lithograph Corporation 
Rochester, New York 


Terms Expire 1952: 


Arthur R. Tofte 

Manager, Advertising & Public Relations 
Dept. 

Allis-Chalmers Manufacturing Company 

Milwaukee, Wisconsin 

B. V. Jones 

Assistant Advertising Manager 

Link-Belt Company 

Chicago, Illinois 


John D. Yeck 
Yeck and Yeck 
Dayton, Ohio 


Terms Expire 1953: 


Lester Suhler 
Subscription Manager 
Cowles Magazines, Inc. 
Des Moines, Iowa 


Arthur A. Wetzel, President 
Wetzel Brothers Printing Company 
Milwaukee, Wisconsin 


Roland S. Withers 

Director of Customer Research 
General Motors Corporation 
Detroit, Michigan 


Roger J. Clapp 
Advertising Manager 
Linton Brothers & Co. 
Fitchburg, Massachusetts 


Frank Gerhart 

Advertising Manager 

American Type Founders Sales Corp. 
Elizabeth, N. J. 


FIGHTING INFLATION 


We like the letter recently mailed by 
Tower Oil Company, 111 No. Canal 
St., Chicago 6, Ill., enclosing “streamer” 
illustrated below. Original size, 17” x 
54%”. The words WAR and INFLA- 
TION were printed in red. We pass 
the copy along . . . for possible adapta- 
tion in your business. Here’s the 
letter: 


Ammunition for 
Inflation .. . 

In difficult periods like this, shortages in 
retail goods are often man-made. This is a 
situation we'd all like to avoid. 

Maybe the streamer enclosed will help get 
this idea across to your employees—and help 
prevent an unhealthy condition for all of us. 

In oil and other industrial products, short- 
ages are often man-made, too. 

—but 
—be assured 
—we're confident a full supply of Tower 
lubricants will be on hand to serve your 
needs. 
—However, 
—you'll find it to your advantage to allow a 
little more time for delivery now and at all 
times. It will assure you smoother production 
—and let us serve you better—with the 
RIGHT oil at the RIGHT time for all your 
needs. 
Very Truly yours, 
TOWER OIL CO. 
P.S.—You may have additional copies of the 
streamer—just ask. 





Courtesg TOWER OIL (0. 





oectare WAR on INFLATION 


Buy what you need----- 
but need what you buy for today! 
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|S Lists You'll Want 





Vw = 
Ten Days To Zamboango.. 
... and twenty to Tahiti. And if you'd 
| like to ship advertising material to 


| Outer Mongolia, just ask our Julie Rossi 
..~ he'll tell you how. 


| Julie heads our Shipping Department. 
| And whether it’s a delivery downtown, 
| a shipment of posters to Pittsburgh, or 
| a problem at the Post Office ... Julie 
| sees it through from start to finish. 


| Top flight supervision of this sort is 
| what makes a mailing house click. And 
here at St. John, you'll find the people 
who know how to blend quality and 
service to your advantage. 


Whether it’s a multigraphed letter, a 
reprint mailing, or a full campaign 
. .» you'll discover that St. John is an 
organization you can count on... time 
and time again. 


The St. John Associates, Inc. 


79 West 45th Street, N. Y. C. 
LU 2-3344 


Thirty-one years of direct mail service. 








PLP COMP: 


© 2% million (1947-51) High School 
Graduates—Selection by states and sex 
$12.00 per M. for typing 

$ 8.00 per M. for labels 


© 75,000 Graduate Pilots & Aviation Me- 
chanics $15.00 per M. for typing 


$12.50 per M. for labels 


@ 75,000 Private Plane owners 
$15.00 per M. for typing 
$12.50 for labels 


@ 750,000 (1947-50) Civil Service Home 
Study Course Inquiries—90% Men— 
Geographical Selection—Answers to Na- 
tional Home Study Course Advertising 
Campaign — $14.00 per M. for typing 

$12.00 per M. for labels 





® 2 million Veterans—World War II on 
labels by states 
$ 4.00 per M. 


Tests arranged to your convenience. 


.. For further information contact . . 


American Schools & Colleges 


Association 


30 Rockefeller Plaza, New York - Plaza 7-4440 or 
Broker: -Lewis Kleid- Mailings, Inc., New York 
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CLASSIFIED ADVERTISING 





Rates: $1.00 per line—minimum space 3 lines. Help and 
Situation Wanted Ads—S0c per line—minimum space 4 lines. 








ADDRESSING 





ADDRESSING $4.50 THOUSAND 
No charge for our lists 
“SPEEDADDRESS” 

48-01 Forty-Second St., 
Long Island City 4, N. Y 





ADVERTISING AGENCIES 





SELL YOUR PRODUCT WITH pulling 
mail order, agent ads 
We show you how 
Martin Advertising Agency 
15P East 40th Street, New York 16, N. Y. 


MAILING LISTS 


CURRENT BIRTH LISTS and Expectant 
Mothers our specialty Also other 
coverage. Bulletin available. C. Don- 
ner, Box 643, Ann Arbor, Michigan. 





MULTIGRAPHING SUPPLIES 





RIBBONS, INK AND SUPPLIES for the 
Multigraph, Dupligraph and Addresso- 
graph machines. We specialize in the 
re-manufacturing of used ribbons. Chi- 
cago Ink Ribbon Co., 19 S. Wells St. 
Chicago, Ill. 





FOR SALE 


AV Pitney-Bowes, Multi-Meter. Stamps, 
seals, stacks and counts at 15,000 per 
hour. A reliable work horse 
Mail-O-Meter. Applies adhesive stamps 
from Government rolls. Both completely 
rebuilt. Guaranteed 

The ADAMM Co 


OR 7-8765 250 Third Ave., N. Y. 10 





FOR SALE 
92 Elec. Mimeo, stand; hardly used; 
value at $350; private. F.O.B. Chgo., 
M. Abrams, 82 E. Elm, Chicago, Il 





HELP WANTED 


DIRECT MAIL COPYWRITER with strong 
publishing experience wanted by na- 
tional magazine located in Washington, 
D. C. Must write finished selling copy, 
be thoroughly familiar all phases sub- 
scription promotion. Send resume and 
samples to Box 92, The Reporter, 17 
E. 42nd St., New York 17, N. Y 





HOUSE ORGANS 


1000 Two-Color House Organs Only $40! 
Your ad front cover. (Free copy serv- 
ice.) Self mailer. Features Dale Car- 
negie, prominent cartoonists, “cheese 
cake”, sports Powerful good will 
builder. Holds customers. Brings new 
kvsiness. Send for sample and details. 
THE CRIER ADVERTISING SERVICE 
1836 Euclid Ave. Cleveland 15, Ohio 


LIST BURE, 
\focae (le ae) ae & 
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MONEY MAKING INFORMATION 


PROFIT-BUILDING, MONEY-SAVING in- 
formation in every issue of SALES TIPS! 
FREE! Write on business letterhead. 
Guthrie Litho Co. 1150 First St., N. W 
—Washington 1, D. C. 





OFFSET CUTOUTS 


MOST COMPLETE service in U. S. Just 
published—OFFSET SCRAPBOOK #¢/7, 
950 reproduction proofs of promotional 
headings, catch words and art panels, 
only $3.00 postpaid. Literature free 
A. A. ARCHBOLD, PUBLISHER, 1209-K 
S. Lake St., Los Angeles 6, Calif. 





TRADE-INS 


LET’S TRADE: Have 3-piece Dictaphone 
Set and Pitney-Bowes Postage Meter, 
Model RH. Need two Pica Type IBM 
Typewriters. Box 93, The Reporter, 17 
E. 42nd St., New York 17. 





BIG HELP 


The Reporter has been a big help to me 
and to many others in the office. I usually 
read it first and mark up special articles for 
others who might be interested. It’s good to 
see some better promotion letters coming out 
of churches. That's long been a sore point 
with me. 

Marjorie Tolman 

Circulation Manager 

International Journal of Religious 
Education 

206 South Michigan Avenue 

Chicago 4, Illinois 


REPORTER'S NOTE: Your letters too, Mar- 
jorie, are good. I like your style. Good 
luck. H.H. 


MORE WORK... 
LESS TALK 


This reporter has been writing to 
business men scattered over the country 

. trying to find out how they are 
thinking and what they are doing. 
In a later issue, we'll give a round-up 
of opinions. But, here’s part of an 
interesting, if somewhat pessimistic, 
letter from George Berry of Berry’s 
Ajax Hatchery, Quincy, Illinois. After 
telling us about the troubles in the 
Baby Chick business (he spends more 
that $150,000. a year on direct mail 
and his mail order sales costs have 
jumped from 8.4°% to 17%) .. . George 
concludes with these thoughts. They 
may make a few of you wince. 

In a planned war economy it wouldn't sur- 
prise me to see congress and the bureaucrats 
really clamp down on Direct Mail. They 
think it is a thing of the past—that the 
purpose of Direct Mail is past history and has 
long since served its purpose. In a period of 
strict controlled economy I can’t see that 
Direct Mail has any place at all. I doubt 
very much if Russia has much Direct Mail 
advertising. 

We have to get back to the grass roots. We 


have to begin working. The struggle for 
existence has become too easy for too many 
people. The hours are too short (we still 


work from 57 to 70 hours a week in our 
business), the craving for pleasure and lux- 
uries too dominant. In Roman times nearly 
50 of the working populace were on the 
government payroll or dole, during the reign 
of Augustus Caesar, and we saw that country 
fall. England is worse than our country, but 
we are gradually getting more and more. 

As business men we can maintain our 
economy if we spend more time in civic, 
community, state and national administrative 
affairs instead of playing golf, taking vaca- 
tions, etc. Work has never killed any man 
yet—it’s the worry and the desire to be a 
‘big shot’ that kills them. 

So, in our planned economy, Direct Mail can 
only hope for survival if every Direct Mail 
advertiser does a better job, at less cost, and 
does more work, and less talking. 


BREAKING THE NEWS 
TO RETAILERS 


Your reporter liked frank way in 
which the Michigan Seating Company, 
1318 Wildwood Ave., Jackson, Mich. 
met the national crisis in a letter to 
retailers . . . accompanying a revised 
(as of Aug. 1, 1950) catalog, hastily 
prepared by offset. Here is the letter: 
WHAT IS IN YOUR CRYSTAL BALL? 

Analyzing events that have occurred since 
June is almost a job for a crystal ball. Here 
is what ours has told us: 

It told us to issue a new price list, effective 
immediately. It told us to cover wide-spread 
cost increases with modest price raises, and 
also to prepare to meet a restricted civilian 
economy. It told us to prepare now when 
we can plan carefully, rather than later when 
action is thrust upon us. 


THE REPORTER OF DIRECT MAIL ADVERTISING 
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The attached price list covers necessary 
small price increases in our upholstered line. 
(Our tables, desk, and caserood prices remain 
unchanged.) But more sicnificant, is tempor- 
ary withdrawal of about half our upholstered 
line, to enable us to serve you better. 

Every American agrees today upon the 
vital necessity of re-arming our great country 
and making it strong. This great program 
will have inevitable effects upon our industry. 

The strong demand for good furniture will 
continue. Here at Michiean Seating the back- 
log is substantial and will probably remain 
so. We have no intention of booking business 
far in excess of our ability to produce. By 
acting now, we expect to get into position to 
serve you better as time goes on. Shortening 
our line helps achieve this. 

It enables concentrating our inventories on 
fewer items in larger quantity. Production 
can be concentrated on fewer models at 
greater efficiency. It will be possible to man- 
ufacture more furniture during critical times 
than if production were spread over a larger 
variety. 

The half of our line which remains has 
been selected solely on two test points. First, 
has each individual model been a good seller? 
Second, does it enable us to preserve a well- 
rounded line? Under these two tests, every 
best-selling model remains. 

Price brackets were not a_ consideration. 
Low-end models have been retained along 
with more expensive ones. The line remains 
well diversified both in style and in price. 
This shortened line will enable your store to 
do a good Michigan Seating job. It will also 
enable us to serve your requirements more 
efficiently in the trying period that faces us. 

Cordially yours, 
(signed) B. L. Davies, Jr. 
Vice-President 


ADVERTISING 
FUNDAMENTALS 


We were very much interested in 
reading the last eight issues of DENTAL 
Business, submitted to us by M. B. Mas- 
sol of Oral Hygiene Publications, 1005 
Liberty Avenue, Pittsburgh 22, Pa. 

Dentav Business is a monthly house 
magazine sent to advertisers or pro- 
spective advertisers in the national mag- 
azine, Ora HycieNe. 

We were glad to see that in nearly 
every issue, Mr. Massol devotes con- 
siderable space to advice on the im- 
provement of letters. The advice is 
invariably good. But we are reprinting 
one article which caught our eye and 
which may add another note to settle 
some of the arguments of the “testing” 
crowd. Read it carefully. 

For many years, I have been impa- 
tient with those who rely on mechanical 
factors to increase the readership 
of their advertisements. At meetings 
of direct mail men, I have listened 
again and again while the letter experts 
explained—for example—how the use 
of pink paper for a soliciting letter 
increases response from 414 per cent to 
514 per cent. Always, I was annoyed. 
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Now, I know that I was right, at 
least insofar as our own advertising 
is concerned. To the Frank E. Davis 
Co., for instance, selling fish by mail, 
and using direct mail as its exclusive 
selling force, the jump from 412 per 
cent to 54 per cent could be the differ- 
ence between loss and profit. But I am 
in a different kind of business—so are 
dental trade people. 

When we send out a mailing in- 
viting inquiries for a booklet, we use a 
folder picturing the booklet and listing 
its contents. It contains a return postal. 
Very simple. No tricks. In the 15 
years I have been in this office, I have 
learned to count definitely on a mini- 
mum return of 17 per cent to 20 per 
cent of the postals. Why worry about 
mechanics that increase the pull from 
4'2 per cent to 5'4 per cent if funda- 
mentals can pull 17 per cent to 20 per 
cent? 

What are the fundamentals? Many 
advertisers have only one idea, which 
is: they want to sell you. They insult 
your intelligence with guff and pressure 
until you join a consumer group. They 
get lists from a directory and therefore 
address many readers who have no 
cause to be interested in the offer. They 
change policies or appeals each time 
a new agency or a young adman offers 
a bright new idea; and so their adver- 
tisements accumulate no benefit from 
a continuity of policy that builds re- 
spect. 

We get 17 per cent to 20 per cent 
minimum response because: (a) Every 
booklet is planned to advance an in- 
terest of the specific groups of people 
that we serve. We follow changes of in- 
terest closely. (b) We confine our of- 
ferings to people known to have the in- 
terest at which the booklet is aimed. (c) 
We have done the same thing for about 
40 years, persistently, without change of 
fundamental policy or intent. In con- 
sequence, people who have found nu- 
merous of our booklets useful are dis- 
posed to expect that a newly offered 
booklet will be useful. And so they 
respond without being pressed. 

These are fundamentals for anybody: 
true respect for the interests of the audi- 
ence to be addressed; alertness to keep 
aware of those interests as they change; 
earnest and intelligent effort to advance 
those interests; persistence in adhering 
to that policy; frequency and continuity 
in applying the policy. 

I am convinced that adherence to 
these fundamentals will gain more at- 
tention and readership than can be 
gained by mechanical factors such as 
pink paper (or preferred positions in 
magazines). A company that adheres 
to these fundamentals has the kind of 





Cordial Contacts... 


... have a place on your promotion 
team . . . alongside space and time, 
and other forms of direct 
advertising. 


Cordial Contacts are friendly, 
informal, low pressure messages to 
customers and prospects. Cordial 
Contacts create an atmosphere for 
better sales. 


Cordial Contacts are letters, or 
postcards, or bulletins sent regularly 
to the people who can and do make 
your business possible. 


It's a technique which you can 
easily put to work in your 
promotions after reading “Cordially 
Yours” . . . the book written by 
the master and originator of Cordial 
Contacts Jack Carr himself. 
Included in his book are over 100 
letters—Cordial Contacts—he’s 
written for clients in many different 
kinds of business. Price $5.00 
Send your order to 


GRAPHIC BOOKS, INC. 


17 E. 42nd Street, New York 17, N. Y. 
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Physicians 
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Dr uggists 
Dentists 
Hospitals 
Osteopaths 


ADDRESSING 
and MAILING SERVICE 


15 LAIGHT STREET - NEW YORK 13, N.Y. 


















SUCCESSFUL CAMPAIGNS 


INDUSTRIAL LIST BUREAU 
45 Astor Place, New York 3, N. Y. 

















An Authentic List of 


~ EXPECTANT 
MOTHERS 


Archer Mailing List Service 
140 West 55th Street 

New York 19, N. Y. 

Tel: JUdson 6-3768 








CATHOLIC 
LISTS 
WANTED... 


If you have Catholic names 
to rent or sell, please send 
complete information. 


If you want to see copy of 
mailing which will be sent 
to the list, I’ll submit sample. 


Box 93, THE REDORTER 


17 East 42nd St., New York 17, N.Y. 














that have 






been 






merit-tested 


Industrial List Bureau 
45 Astor Place, New York 3, N.Y. 











over-all viewpoint that automatically 
impels it to integrate its promotional 
effort, selling effort, and manufacturing 
effort. Then it has a business. 


GOOD TASTE? 


One of our scouts sent us the follow- 
ing multigraphed letter, received from 
the Hotel Spaulding in Michigan City, 
Indiana. The question: “Just what is 
the Spaulding trying to sell . . . what 
idea are they trying to put across?” It 
pays to be careful with descriptions. 
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THE SPAULDING HAS HEARD ABOUT 
YOU 
have you heard about it? 

ENJOY YOURSELF ... rid yourself of that 
tired, shut in feeling with gracious living. 
Breaths of springtime on our gorgeous sun- 
deck. 

And MISS JUNE CLYDE our social 
hostess . . . will guide you to new and 
everlasting friendships. 

Where have you been not to have seen our 
little “Doll House” .. . and the “Hawaiian 
Solarium”? 

Professional variety entertainment... . 

. . fun galore! 

Newest in entertainment at the SPAULDING. 
“MURAL BLACKLITE” MARINE ROOM. 

Ecstatically exciting . . . you'll blush at the 
thrill of a “Week end at the Spaulding.” 

WHERE HOSPITALITY 
REIGNS SUPREME 

FOOD EPICUREAN ... all at moderate prices. 
Join your friends . . . a few reservations 
left . . . call immediately. 

See you soon at 


dancing 


THE SPAULDING 


A MENACE 


Dear Mr. Hoke: 

As a new member of DMAA., I re- 
gret to have to inform you that the 
“Reporter” is a menace to busy busi- 
ness men, especially those interested in 
direct mail advertising. 

I picked up my first copy and was 
unable to put it down for one hour and 
20 minutes. 

Will you kindly modify it so that 
it will be either innocuous or thick 
enough so that I will not dare open it. 

After all, you know that the value of 
a magazine is measured in pounds and 
in the freedom of conscience which one 
has when tossing it into the round file. 

A. W. Sawyer 
Asst. to Advertising Manager 
The Lincoln Electric Company 
Cleveland 1, Ohio 
REPORTER'S NOTE: Am afraid we'll have to 
keep on being a menace. Good luck and 
thanks. 


TAILOR-MADE FOR 
DIRECT MAIL 


Dear Henry: 

Isn’t it nice to be in a war-proof 
business? 

Between wars direct mail is an im- 
portant tool in supporting salesmen, 
digging up inquiries, creating good 
will, keeping in constant touch with 
customers and prospects. 

During scarcities and curtailments, 
when all of a company’s customers and 
prospects cannot be served—good old 
direct mail is still the one tool that can 


be used to maintain good will through 
difficult periods, and unt.] the time 
when things ease off again. 
As you may or may not know, the 
biggest growth in my own business 
came during World War II when there 
was very little in the way of merchan- 
dise to sell. During this period I 
drummed into the minds of my pros- 
pects that selling the company when 
the product couldn’t be delivered was 
good business. 
Most of those accounts, booked up 
during the war, have stayed with me 
through the reconversion period and in- 
to the buyer’s market which we seem 
to be passing due to the war in Korea. 
These times are tailor-made for 
direct mail and offer an opportunity 
which everybody, who knows what the 
medium can do, should be able to 
cash in on. 
Orville (Bus) E. Reed 
First National Bank Building 
Howell, Michigan 

Reporter's Note: The times will be tailor- 


made for those who know how to use Direct 
Mail intelligently. H. H. 


GETTING BY GIVING 


The following personally (automati- 
cally) typewritten letter on. the letter- 
head of Vance Sporting Goods, 149 
East Center Street, Marion, Ohio, made 
a great hit with the people who received 
it. No sales solicitation. Just an offer 
to help. 


Mr. John Plank 

Howard Swink Advertising Company 
372 East Center Street 

Marion, Ohio 

Dear Mr. Plank: 

You’re one of the men here in Marion 
who occasionally has to entertain business ac- 
quaintances. As a rule, it means more 
present or future business for you and, in 
our way of thinking, for the whole community. 

Already this summer, we've had quite a 
few calls to the effect, “I've got a customer 
in town today who wants to play golf, do 
you know where I can borrow a set of clubs?” 
This was a real problem for our callers and 
it worried us until we realized we had the 
solution within our own knotty pine walls. 
Here it is ... 

We've set aside several sets of golf clubs, 
a few rifles and shot guns, a supply of fishing 
outfits, and a couple of tennis racquets. These 
are here for you to borrow anytime you find 
yourself with an out-of-town customer, who 
is all ready for the great outdoors and hasn't 
brought that first piece of equipment. There’s 
no charge, of course. 

Perhaps you'll want to jot down our phone 
number for future reference—2-1905. Or, 
drop in anytime at the above address, and 
we'll do everything we can to help out. 

Cordially yours, 
VANCE SPORTING GOODS 
(signed) Ropert VANCE 
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DIRECT MAIL DIRECTORY 


LISTINGS ONE LINE PER ISSUE, $10.00 PER YEAR 





ADDRESSING 
Sreative Mailing Service, Inc.......24 South Grove St., Freeport, N. Y. 


ADDRESSING — TRADE 
Shapins Typing Service 68-12 Roosevelt Ave., Woodside, N. Y. 


ADVERTISING AGENCY 
Martin Advertising Agency....15PA East 40th St., New York 16, N.Y. 


ADVERTISING ART 





John Guthrie.......... 1345 Green Court, NW., Washington 5, D. C. 

Raymond Lufkin............... 116 West Clinton Ave., Tenafly, N. J. 

Harry Volk, Jr Ae ivertising ceanenss Central Bldg., Atlantic City, N. J. 
AUTOMATIC INSERTING 

Raymond Service, Inc.............. 160 Fifth Ave., New York 10, N. Y. 


True, Sullivan, Neibart Assoc., 47-30 33rd St., Long Island City 1, N.Y. 


AUTOMATIC TYPEWRITERS 
Amer. Automatic Typewriter Co.,..610 N. Carpenter St., Chicago 22, Il. 


Robotyper Corporation........ 180560 Ryan Road, Detroit 34, Michigan 
AUTOMATIC TYPEWRITING 

Ambassador Letter Service Company...11 Stone St., New York 4. N, Y. 

Arrow Letters Corp...........307 West 38th St., New York 18, N. Y. 

Hawes & Petit, Inc...........56 West 22nd St., New York 10, N. Y. 


BINDING EQUIPMENT 
General Binding Corporation. .808 W. Belmont Ave., Chicago 14, Illinois 


BOOKS 
Funk & Wagnalls Company....153 East 24th St., New York 10, N. Y. 
Graphic Books, Inc...... -17 East 42nd St. "New York 17, N. Y. 
Production Yearbook.........-+- 468 Fourth Ave., New York 16, N. Y. 


BRITISH & EUROPEAN LISTS & CAMPAIGNS 
R. Aynsley-Cooper.. Villa Rd., P. O. Box 136, London, S.W. 9, England 


BUSINESS SERVICES 


The Dartnell Corperation..... 4660 Ravenswood Ave., Chicago 40, Il. 
COPYWRITER (Free Lance) 

ied BG. POOR... co ckcccusnwe 15 Washington Place, New York 3, N. Y. 
DIRECT MAIL AGENCIES 

BM Bern oc kevin cievecnescvtvans Ornon Road (6) North Canton, Ohio 


25 East 44th St., New York 17, N. Y. 
E. Jackson Blvd., Chicago 4, Ill. 





D. H. Ahrend Company, 
Homer J. Buckley & Associates, Inc. 











Circulation Associates............ 1745 Broadway, New York 19, N. Y. 
Dickie-Raymond, Inc...............80 Broad Street, Boston 10, Mass. 
Duffy & Fabry, Imc............. 633 N. Water St., Milwaukee 2, Wis. 
McNulty Advertising ..310 W. Washington St., Chicago 6, Il. 
Mailograph Co., Inc.............39 Water Street, New York 4, N, Y. 
Paul Muchnick Advertising........ 150 Nassau St., New York 7, N. Y. 
Reply-O Products Company....150 West 22nd St., New York 11, N. Y. 





Paul Smallen Advertising 320 Broadway, New York 7, N. Y. 
Philip J. Wallach Company..........220 Fifth Ave., New York 1, N. Y. 
DIRECT MAIL EQUIPMENT 
Addressing Machine & Equipment Co...29 East 22nd St., N. Y. 10, N. Y. 








The Heyer Corporation... .. ...1866 S, Kostner Ave., Chicago 23, Ill. 
Mailers’ Equipment Company... .40 West 15th St., New York 11, N. Y. 
DIRECT MAIL TRAINING COURSE 
Sey SRR. 2.0 oc cwkcawnaceeeunns 17 East 42nd St., New York 17, N. Y. 
ENGRAVERS—Steel and Copper Plate 
Garrick Printing Company......54 West 21st St., New York 10, N. Y. 
ENVELOPES 
American Envelope Mfg. Corp.....26 Howard St., New York 13, N. Y. 
The American Paper Products Co...........ecesee- East Liverpool, Ohio 
Atlanta Envelope Company........ Post Office Box 1267, Atlanta 1, Ga 
Atomic Envelope Company...... 108 West 17th St., New York 3, N. Y. 
Cupples-Hesse Corp... .. 4175 N. Kingshighway Blvd., St. Louis 15, Mo. 
Samuels Cupples Envelope Co.. Inc...360 Furman St., Brooklyn 2, N. Y. 
See es Hn 0:66 veceueusetunes 380 Capitol Ave., Hartford 6, Conn. 
Garden City Envelope Co..... 3001 North Rockwell St., Chicago 18, Ill. 
Heco Envelope Company.......... 4500 Cortland St., Chicago 39, II. 


M. & G. Envelope Company..... 20 West 22nd St., New York, N. Y. 
McGill Paper Products, Inc 501 Park Ave., Minneapolis 15, Minn. 
The Standard Envelope Mfg. Co...1600 East 30th St., Cleveland 14, Ohio 
Tension Envelope Corporation...... 345 Hudson St., New York 14, N. Y. 
Tension Envelope Corporation, 19th & Campbell Sts., Kansas City 8, Mo. 
Tension Envelope Corporation. .5001 Southwest Ave., St. Louis 10, Mo. 
Tension Envelope Corporatio. ..123-129 N. Second, Minneapolis 1, Minn. 
Tensicn Envelope Corporation....1912 Grand Ave., Des Moines 14, Iowa 
United States Envelope Company................ Springfield 2, Mass. 
The Wolf Envelope Company....179-81 E. 22nd St., Cleveland 1, Ohio 
ENVELOPE SPECIALTIES 
Garden City Envelope Co.....3001 North Rockwell St., Chicago 18, Ill. 
The Sawdon Company, Inc..... 480 Lexington Ave., New York 17, N. Y¥. 
Tension Envelope Corporation, 19th & Campbell Sts., Kansas City 8, Mo. 
GUMMED STICKERS 








Brown's Office Supply......ccccccsecs 6814 Chew St., Phila. 19, Pa. 
HOUSE ORGANS 
The William Feather Co........... 812 Huron Road, Cleveland 15, Ohio 
LABEL PASTERS 
Potdevin Machine Company.......... 1281-38th St., Brooklyn 18, N. Y. 
LETTER GADGETS 
8 er re 45 West 45th St., New York 19, N. Y. 
Bs, TRUE, oc vicneccccvdosnans 111 West Jackson Blvd., Chicago 4, III. 
LETTERHEADS 
Arthur Thompson & Co........... 109 Market Place, Baltimore 2, Md. 
A. Weller...... .-..-503 F St., N.W., Washington 1, D. C. 
MAIL ADV ERTISING SERVICES (Lettershops) 
Advertisers Mailing Service, Inc...915 Broadway, New York, 10, N. Y. 
Ambassador Letter Service Company..11 Stone St., New York 4, N. Y. 
Ardlee Service, Inc.. 28 West 23rd St., New York 10, N. Y. 





Benart Mail Sales Service, ‘Ine. . 228 East 45th St., New York 17, N. Y. 
Century Letter Co., Inc........ 48 East 21st St., New York 19, N. Y. 
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Mary Ellen Clancy Company... 
A. W. Dicks & Co 





Park Avenue, New York 17, N. Y. 
i W. Toronto 1, Canada 








The Reuben H. Donnelley Corp.......350 East 22nd St., Chicago 16, Il. 
Lee Letter Service... 19 West 44th St., New York 18, N. Y. 
Matlograph Co., [m6.....cccscccccess 39 Water St., New York 4, N. Y. 
Mailways............ 200 Adelaide St., West, Toronto 1, Ont., Canada 
We TENG COMPO cas ccccccscsnce 19 S. Wells St., Chicago 6, II. 
The St. John Associates, Inc..... 75 West 45th St., New York 19, N. Y. 
Woodington Mail Adv. Service...... 1316 Arch St., Philadelphia 7, Pa. 
MAILING LISTS—Brokers 
Georze R. Bryant Co., Inc....... 595 Madison Ave., New York 22, N. Y. 


D-R Special List Bureau 80 Broad St., Boston 10, Mass. 











Walter Drey, Inc.,.......... 7 Fourth Ave., New York 10, N. Y. 
Guild Company............++:5 .76 Ninth Ave., New York 11, N. Y. 
Willa Maddern, Inc............... 215 Fourth Ave., New York 3, N. Y. 
ee ee 25 West 45th St., New York 19, N. Y. 
Mosely Selective List Service........38 Newbury St., Boston 16, Mass. 
Names Unlimited, Inc Fourth Ave., New York 10, N. Y. 
James E. True Associates...... 47-30 33rd St., Long Is. City 1, N. Y. 
MAILING LISTS—Compilers & Owners 
Advertising Letter Service....2930 East Jefferson Ave., Detroit 7, Mich. 
Am. Schools & Colleges Assn...30 Rockefeller Plaza, New York 20, N. Y. 
Archer Mailing List Service,...... 140 W. 55th St., New York 19, N. Y. 
Associated Publicity Service....19134 Sixteenth St., Port Huron, Mich. 


.224 East 41st St., New York 17, N. Y. 
Bookbuyers Lists, 363 Broadway, New York 13, N. Y. 
Boyd's City Dispatch, Inc...114-120 East 23rd St., New York 10, N. Y. 
Creative Mvuiling Service, Inc..24 South Grove St., Freeport, L. I., N. Y. 


Boat & Equipment News..... 











Dunhill List Company............ 565 Fifth Ave., New York 17, N. Y. 
Fisher-Stevens Service, Inc....... 345 Hudson St., New York 14, N. Y. 
Industrial List Bureau............ 45 Astor Place, New York 3, N. Y. 
J. R. Monty’s Turf Fan Lists..201 East 46th St., New York 17, N. Y. 
New Outlet Surveys........ .33 Union Sauare, New York 3, N. Y. 
Official Catholic Directory Lists. ...12 Barclay St., New York 8, N. Y. 
W. S. Ponton, Inc..... 6°5 Avenue of the Americas, New York 11, N. Y. 
Pronto Addressing & Mailing Service..15 Laight St., New York 13, N. Y. 
MR. Ee. BOGE. 6 ccc ccc ccccccccce 1400 Elizabeth St., Redlands, Calif. 
Wun. FB. Report... cccsccccccceses 90 Fifth Ave., New York 11, N. Y. 


MATCHED STATIONERY 
Tension Envelope Corporation, 19th & Campbell Sts., Kansas City 8, Mo. 


MESSENGER SERVICE 


Airline Delivery Service...... 60 East 42nd St., New York 17, N. Y. 
MIMEOGRAPHING 

Northern Copywriter Service........212 High St., Ishpeming, Michigan 
OFFSET FRereEe 

Bichman Reproduction Service......2 50 E. 43rd, New York 17, N. Y. 

PAPER MANUFACTURERS 
PRAEGER COMOTRRIGIs 0.660.020 occ teccc ces tess noes sees ns Bangor, Maine 
Me Er Cer ere er Tre Appleton, Wisconsin 


Erie, Pennsylvania 
New York 17, N. Y. 





Hammermill Paper Company... . 
International Paper Company... 





0 East 42nd St., 





Tae Mead Corporation.............- 118 W. First St.,, Dayton 2, Ohio 
Rising Paper Company .....wccccsscesscces Housatonic, Massachusetts 
PHOTOG ENGRAVERS 
Pioneer-Moss, Inc...........++- 460 West 34th St., New York 1, N. Y. 
PHOTO RETOUCHING AND ART 
FORM DBIMOD . 000 6c ciccsetediveedscanes« 506 Walnut St., Elmira, N. Y. 
PHOTOGRAPHS 
BO COARSER. 0.06 cc cccsesscevsere 10 East 38th St., New York 16, N. Y. 
PLATES & STENCILS 
Columbia Ribbon & Carb. Mfg. Co., Inc.Herb Hill Road, Glen Cove, N.Y. 
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(Continued from page 13) 

copy ... BUT they are available only 
to members of the Association. Another 
good reason why every letter producer 
anywhere should belong to the M.A.S.A. 
And in the opinion of this reporter. . . 
the Association is fortunate in having 
the old master of detail, Ed Husen, 
preparing these valuable training docu- 
ments. 


eee 


@ “Peabody People” is the name of 
a new monthly employee publication of 
the Peabody Coal Company. 231 So. 
LaSalle St., Chicago 4, Ill. July issue was 
No. 1, Vol 1. Size 934” x 13”. 32 pages. 
Slick paper, but newspaper style for- 
mat. Very well done. Watch for a big 
boom in employee publications. Needed 
now more than ever before. 


@ THE LITHOGRAPHERS NATIONAL 
ASSOCIATION, Inc., 420 Lexington 
Ave., New York 17, N. Y., has embarked 
on a worthwhile undertaking. A series 
of mailing pieces to acquaint printing 
buyers with the advantages of and 
improvements in  offset-lithography. 
Write to President Randolph T. Ode for 


a sample of beautiful first mailing, if 
you are not already on the list. 


eed 


@ BILL SCHULZ of Auto-typist (120 
Greenwich St., New York 6, N. Y.) 
forwards a clipping from an unnamed 
newspaper. Suggests that advertising 
people should have their secretaries 
type a slogan or “advertising blurb” 
at bottom of each letter . .. tying-in 
with current national or local mass 
advertising. Has possibilities and has 
been used at times. 


eee 


@ MATCHED STATIONERY is always 
eye catching and especially so when 
it's simple. We liked the letterhead 
and envelope shown here .. . even if 
it did violate one rule for a good letter- 
head (1) Who, (2) Where. (3) What 
you are. The “what” is missing in 
this case. 








@ “SELLING TOOLS” is the name of 
a project started early this year by 
Scott Healy of Columbia Ribbon & Car- 
bon Mfg. Co., Inc., Glen Cove, L. L, New 
York. To start with ... each salesman 
was supplied with a binder. Then 
every week a one sheet bulletin is 
mailed to his home, to be read and 
placed in binder. Each binder covers 
one point of selling strategy or un- 
covers a poor technique. (Most are 
illustrated with cartoon or gadget.) By 
year's end, the binder will contain a 
short but breezy course on salesman- 
ship. Good work. 


@ AUGUST MAILINGS worked very 
well (exceptionally so) for publisher 
Leo Joachim of Printing News and 
Colton Press, 468 Fourth Ave., New York 
16, N. Y. He threw discretion and pre- 
cedents to the winds and mailed his 
sales appeals for the Production Year- 
book away ahead of schedule. Results: 
away ahead of expectations. Not so 
surprising, Leo. Printing buyers are 
more conscious of production problems. 
Your book helps to solve many of 
them. 


— 
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@ THE SUN SPOT COMPANY, 1520 
Ridgely Street, Baltimore 30, Md. has 
been publicizing with reprints an article 
witten by Hugh S. Black, Jr., a represen- 
tative of the company, for The American 
Bottler. Title: “Sales Success Based on 
Ability to Get Along.” Seems like a 
lot of house magazine editors have 
liked it for adaptation in their columns. 
Advertising manager Irwin W. Lynch 
can supply you with a copy. 


oad 


@ CHARITY APPEALS which are flood- 
ing the mails are not limited to Ameri- 
can institutions. Vince Assalone of 
American Can Company, 100 Park Ave., 
New York 17, N. Y. showed us one 
he received from an orphanage in 
Tirupattur, India. That's pretty far 
away. 


— 
eed 


@ A RUBBER IMITATION DOLLAR 
BILL was used by Will Corporation, 
594 Broadway. New York 12, N. Y. 
(attached to a letter) to dramatize 
appeal which started: Speaking of 
elastic currency ... you can s-t-r-e-t-c-h 
purchasing dollars, too, by buying your 
laboratory apparatus and _ supplies 
from us. 


@ THANKS to Editor Lee Trenholm of 
Provincial’s Paper, h.o. of Provincial 
Paper, Ltd., Toronto 2, Canada, for re- 











printing in a beautiful two page spread, 
the typographical layouts for letters 
which appeared in the March 1950 Re- 
porter. Incidentally, Lee produces a 
lively, effective and always interesting 
house magazine. One of the best in 
the paper field. Maybe you can in- 
duce him to send you a sample copy. 


JJ] 


@ NEXT DECEMBER and each year 
thereafter, a special award will be pre- 
sented at the annual convention of the 
Hotel Sales Managers Association In- 
ternational to the Sales Manager who 
submits the best Direct Mail Campaign 
to promote hotel sales, using letters as 
a basis. 

The cup will be known as the “John 
J. Patafio Award” and has been pre- 
sented by Ambassador Letter Service 
Company, 11 Stone St., New York City. 
Good idea. Should be carried through 
to other associations. 


eoc@e 


@ PUNCH BOARDS are still being used 
as mailing gimmicks ... in spite of 
all the criticism against them. Perry 
Sales Company, 417 South Jefferson 
Street, Chicago 7, Ill'nois, recently used 
an 80-hole punch board to market “prac- 
tically as a gift,” a 36-piece electric 
work kit. All you have to do to get 
this “gift” is induce 80 friends to play 
the game and pay for their “punch”. 
It's easy! 


eee 


@ This completes our round-up of Short 
Notes for this pre-convention issue of 
The Reporter. We urge all of you again 
to “get-in-the-act.” We cre all working 
under difficulties. We all must do a 
lot of mental acrobatics. Tell us what 
you are doing. Tell us how we can 
help you more. 
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